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Rough Proofs 


A Senate committee has an ap- 
riation of $10,000 for investi- 
ng liquor, but the way prices 

are now it doesn’t seem as if the 

investigators can get very far. 


"vv ¥ 


“Highlights of AMA War Confer- 
ence” is the way ADVERTISING AGE 
headlines it, leaving the reader to 
guess whether it’s the American 
M anagement Association, the 
American Medical Association or 
the American Marketing Associa- 
tion. 

- ae 


The $15,000,000 appropriation for 
war bond advertising in weekly 
newspapers approved by the Sen- 
ite may be boosted to $30,000,- 
000 in the House. If that happens 
it will prove that Representatives 

ve their editors twice as much as 
Senators do. 

or we 


The American Medical Associa- 
tion is withdrawing its seal of ap- 
proval from general purpose foods, 
but with every food advertiser 
talking enrichment and vitamins, 
there can’t be so very many of the 
g.p. kind left. 


vgs? 


Food used to be considered some- 
thing good to eat, but now, accord- 
ng to the ads, it’s just another way 
to get your daily supply of vitamins 
A, B, C, D and G, with riboflavin 
and thiamin thrown in. 


a to 


A correspondent discussing the 
clinical symptoms experienced by 
var contractors insists that the most 

nificant of all was overlooked— 
labor pains. 

vvyrY 


Gladys the beautiful receptionist 
ays that a critical material seems 
to be one that the War Production 
Board always gets critical about if 

u ask for some of it. 
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About the only people who seem 
be unhappy over the prospects of 
ry are the Wall Streeters the 
ncial writers refer to every few 
as suffering from “peace jit- 


- ae oy 


Everybody loves a baby, and if 

don’t believe it consult the an- 
incement from Arthur Whiteside, 

says OCR expects shortly to be 

to provide an increased supply 

fants’ knit underwear. 

a ee 

British agency man complains 
an American advertiser lifted 
f his ads, but admits that it 
t be just lend-lease in reverse. 
t’s also a new version of hands 

the sea. 


v v v 

Vant to know the age, sex, 
ng and buying habits of Brook- | 
)ppers?” asks the New York 


you're still a Dodger fan, the 
lyn shopper you’re most in- 
ted in answers to the name of 
h Rickey. 


, Vv 


ivertising agencies start sign- 
the ads along with their clients, 
de it will be the latter who 
tart having trouble getting the 
okay. 
yw? 


nn Sterling says that “brag ad- 
Using,” which does little more 


STARTS CAMPAIGN 


SALUTING 
MRS. CHICAGO! 


G ORANGES 7 
“ Ga APerRuIT 6 
Dh onares Ly 

~ Potatoes > 25" 


With this full page in the Chicago Sun 

last week, Grocerland Cooperative, Inc., 

began .a .consistent .campaign .(AA 

Nov. 22) to attract consumers to its 

independently - owned grocery stores. 

Other Chicago papers may be added 
later. 


$400,000 Ad Drive 
to Promote New 


Paramount Film 


New York, Nov. 24.—One of the} 
largest campaigns ever to be placed 
for a motion picture, calling for an 


over-all expenditure of $400,000, has | 


been prepared by Paramount Pic 
tures to pre-sell “Lady in the Dark,” 
a special release in technicolor star- 
ring Ginger Rogers, Ray Milland, 
Warner Baxter and Jon Hall. 
Timed to break with the premiere 
openings in February in Hollywood 
and New York, and for the most part 
coinciding with the selected pre-re- 
lease engagements in March and 
general exhibition ..t Easter, the en- 
tire magazine and newspaper 
campaign will be in four colors, ac- 
cording to Robert M. Gillham, ad- 
vertising and publicity director. It 
will include full pages in eight lead- 
ing weekly and monthly magazines 
and half-pages in 20 metropolitan 
Sunday comics sections and five 
Sunday rotogravure sections in 
newspapers of large circulation. 


$100,000 for Opener 


The campaign will open with an 
expenditure well over $100,000 in 
magazines and newspapers having a 
total circulation of 29,760,000. 

This huge special campaign, Mr. 
Gillham said, is in keeping with the 
magnitude of the picture, and is 
planned to establish it within the 
period of two months as one of the 
greatest attractions of all time. 


Starting in February and continu-| 


ing through May, the schedule will 
keep the picture before the attention 
of the magazine public for a total of 
four months. In addition, radio and 
posters will be used. 


Buchanan & Co., New York, is the 


FCC Ban on 
Multiple Ownership 
Goes Into Effect 


Washington, D. C., Nov. 24.—The 
FCC prohibited multiple ownership 
of standard broadcast stations serv- 
ing the same primary listening area 
this week, at the same time that 
two Congressional committees were 
airing charges that the Commission 
has gone beyond its legal powers in 
discriminating against newspaper li- 
censees, and in interfecsing with 
radio activities of government agen- 
cies. 

The FCC ban on multiple owner- 
ship was adopted nearly two and a 
half years ago, but the date of en- 


forcement was not set until yester- | 


day. Under the regulations, it is 


expected that nearly 50 stations will | 


go on the block. Established station 
operators will have until May 31, 
1944, to arrange disposal of their 


property, and pending construction | 


permits or transfers involving mul- 
tiple ownerships will move immedi- | 
ately toward hearing. 


tional time to permit orderly 
stations. 

The FCC was criticized by one | 
its own commissioners, T. A. 
Craven, before the select Ln 
of the House, for interfering in the 
anerations of the interdepartmenta! 
radio committee, set up to advise 1! 
Pre 


sale of 


sident on government 


mercial radio. It was also severely 
criticized by broadcasters before t 
iSenate committee consid y the 
White-Wheeler bill 


Advocates of legislation to limit 
the powers of the FCC told the Sen- 
ate interstate commerce committee 
that the Commission has prevented 
the spread of newspaper participa- 
tion in the radio industry through 
the exercise of power which even 
Chairman James Lawrence Fly con- 
ceded to be of doubtful validity. 

Opening a series of statements 
from the newspaper-radio commit- 
tee formed to fight the Commission’s 
pending ban on newspaper owner- 
ship, Harold V. Hough, general man- 
ager of KGKO, Fort Worth, and 
president of the group, told the com- 
mittee that Congress ought to amend 
the radio act so that the Commission 

(Continued on Page 52) 


Provisions | 
will be made for the grant of addi-| 


BUTTER SIDE UP 


A PRIMER | 
| for Tax CG Experts: | 
| 


| | 
| P | 
Whe «@ hu? 


te ie Better “Ste Better ahweys Yellow? Yor 
i 9 
Yellow 1s the naturel coher of Sumer } | 
What is thie? _ 
only colered Yellow 


) & te Cleomargerine. is # ahweys Yellow? No © ix } 


| 
| 
| 
What fc thin? “SS wp is 0 rainbow. How mony salons dese # have? Sis 
indudng Yellow 
| 
With win colors te cheese trem why 4 Oleomargenne colored Yellow ? 
| | colored Yellow taxed? Tos How much? (Co | 
| 108 « pound Why? Recouse  imivater paar © neta! produet | 
te there © tax on UNeolored Gleomergerine? Yes How much? Only | * | 
the © pound. Why? ttany gredem iso taxed dadler onefl enesate when 
of the Pure Foud ond Oreg Act 
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) vexed? 


ff Oleomergerine 


| 
| 
wes colored sey. red, would Dairy farmers 
core ft ween? taxed? Me! | 


- 
# Cleomergerinn wes colered rod wold Dewy formers wf’ 
promise nat te color thew Butter red? They would 


\ LAND O' LAKES 
} “enren meee 


Though the Fulmer bill has been tabled, 
the margarine tax issue continues to be 
one of the major food processing battles. 
The butter side of the question is put 
forth in this Land O'Lakes copy used in 
dairy papers, which promises that if the 
margarine people will color their prod- 
uct anything but yellow, dairy farmers 
| will not imitate the color oleo uses. 


| 


Free Economy Is 
Vital to Nation, 
O’Mahoney Says 


New York, Noy. 


Asks Legislation 
fo Govern Sale of 
Surplus U. $. Goods 


Washington, D. C., Nov. 23.—An 
appeal for legislative provisions to 
insure that surplus government 
property is sold through established 
trade channels was lodged with a 
sympathetic Senate committee this 
week by David R. Craig, president 


of the American retail planning 
committee. 
Mr. Craig appeared before the 


postwar planning committee, headed 
by Sen. Walter George, which is 
completing testimony prior to the 
introduction of an omnibus bill to 
set up policy governing demobiliza- 
tion and reconversion of industry 
from war to peace economy. 

The work of Sen. George’s group, 
considered one of the most influen- 
| tial of the dozen Congressional com- 
mittees studying postwar issues, has 
| been spurred by reports circulating 
here that a breakdown of the Nazi 
war machine should be anticipated 
at any moment, with spring of 1944 
the commonly predicted date for 
European victory. 


Urges Immediate Action 


After less than two weeks of ex- 
lof war a sessions with top officials 
f agencies and private indus 
try, the committee issued a ; 


| ni- 
| nary 


24.—The Amer report last weeke: stating 
ican people must choose now be- | “the urgent nece sity for immediate 
t I ianaged or a free economy | steps” to set up mac hinery for the 
he wu en, Joseph ( [a- | coordination of demo! ation prob- 
ne it i? Democrat, asserted ms. The con t now hold 
here yesterday at the American|ing public hearings, with a view 
Marketing Association’s postwar| toward prompt legislative action. 


planning meeting at the Hotel Com- 
modore. 

This should not be difficult to de- 
cide, he said, since both government- 
managed and business - managed 
economy have been tried. Prior to 
the Wall Street crash, business 
ruled the economy. Later the peo- 
ple turned to government which set 
up its own system of central man- 
agement and succeeded only in 
ameliorating, not curing the coun. 
try’s hardships, he said. 

“No rational plan can be mapped 
out for the future without the un- 
derstanding that neither govern- 

(Continued on Page 53) 


Last Minute News Flashes 
Eversharp Launches $1,500,000 “44 Drive 


New York, Nov. 26.—Eversharp, 


Inc., has launched the greatest pro- 


motion drive in its history with an advertising appropriation said to ap- 


proximate $1,500,000. The 


Leave It,” 
pany is the agency. 


campaign calls for full and double bleed pages 
in color in seven magazines and the Metropolitan Group. 
heard over the full CBS network, 


also continues. Biow Com- 


Kudner Opens San Francisco Office 


New York, Nov. 26.—Arthur 
in San Francisco at 215 Market St. 


Kudner, 


Inc., has 


Lloyd B. Myers, who recently joined 


“Take It or} 


opened a branch office 


n please the directors’ ego, must 
tut for the duration. Even if 


s Army-Navy 


the agency, directs the branch, which will handle the Matson Navigation 


agency. Company account acquired by Kudner last August. 


Warren Named Hotpoint Advertising Manager 


Chicago, Nov. 26.—Harry E. Warren 


News in pictures... 


, manager of the refrigerator sales 


‘ »_|division of Edison General Electric Appliance Company, has been ap- 
See the Photographic | pointed manager of the company’s advertising division, and J. W. Buggle, 
Review on Pag e 55. formerly assistant advertising manager, has been named manager of Hot- 
Other features: point’s advertising production section. F. F. Duggan, sales manager of 
the refrigerator sales division, will succeed to Mr. Warren’s former post 
Chain Store Figures 44 
Diary of an Ad Man 30/ Y&R Drops Westinghouse, Adds G-E Appliances 
Editorials 12} New York, Nov. 26.—After two years of handling Westinghouse Electric 
Getting Personal 46| & Mfg. Company’s institutional advertising, Young & Rubicam this week | 
In Washington 6| resigned the account to handle General Electric’s appliance and merchan- 
Information for Advertisers 12| dising division, according to Westinghouse and Y&R spokesmen. 
Obituaries : 53 ‘ P ° 
Reiiuad Slesnien ig} Quinn Resigns as Maxon President 


Private Lines 42 New York, Nov. 26.—T. K. Quinn has resigned as president of Maxon, 
; | Inc., New York, to devote full time to his job as director general, 
26 production drive division, War Production Board. 


war 


In an appearance before the com- 
mittee Tuesday, Mr. Craig outlined 
the position of the Council of Na- 
tional Retail Associations on dis- 
posal of surplus property. Limiting 
his statement to disposal of mer- 
chandise and equipment normally 
sold by retail merchants, he advo- 
cated that a single agency handle 
all such sales. 

Mr. Craig recommended that the 
responsibility be assigned to the 
Treasury procurement division, 
which is already distributing surplus 


Million Families 
Rise from $2,000 
Income Bracket 


New York, Nov. 24. Approxi- 
| mately 1,000,000 urban families have 
moved out of the “under $2,000” 
come class into higher 
within the last year, 


in- 
brackets 


according to 


Macfadden Publications’ semi - an- 
nual estimate of distribution of 
|United States fam “4 by income, 


| is sued here this weel 
The estimate canes i sed by Eve 


| ett Smith, rese arch dire tor of Mac- 
fadden, indicates about a 6% gain 
in the group earning $5,000 or more 
per year; 10% in the $3,000-$4,999 
jane $2,000-$2,999 classe a cor- 
sponding decline of 20 in the 
|group ear! ning under $1,000; and a 
16 decline in famili making $l, 
000-$1,999 
Mr. Smith’s estimate based on 
20,597,000 family units, indicates 
8.9° earning above $5,000: 18.1% 
| bet ween $3,000 and $5,000: 31.8° 
| between $2000 and $3.000: 29.8 
between $1.000 and $2.000: and 
11.4 under $1,000 
A natu l risé¢ I | \ 
pending powe1 
ishift i ncome W i lex 
| based upon the year 1935 100 
| “loose money” of wage earner fami- 
| lie i. e., money available for op- 
| tional spending beyond basic ex- 
penditures for food, helter ind 
clothing, education, et now stands 
t 546 for the second quarter of this 
i! year, compared w 473 ear ago 
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property under an executive order. 
In suggesting the Treasury, how- 
ever, he said that retailers would 
support any single agency which at- 
tempted the job. 

He told the committee that it was 
important to distribute these sur- 
pluses so that they would have the 
least disturbing effect on normal 
trade establishments, and on the 
prompt reconversion of industry. To 
do this, he said, it is essential that 
the goods be kept out of the hands 
of speculators. 


Warns Against ‘Stores’ 


Mr. Craig particularly warned 
against the encouragement of such 
institutions as “Army-Navy stores” 
which he said “raised the devil with 
established retail enterprises, both 
large and small.” 

To guard against these stores, Mr. 
Craig advocated legislation prohibit- 
ing purchasers of surplus property 
from selling them in any establish- 
ment “which by reason of its name 
implies that its prime activity is that 
of selling government surplus prop- 
erty.” He also suggested that all 
such goods be designated “new gov- 
ernment surplus” and “used govern- 
ment surplus” in any advertising in 
which the purchaser engages. 

Mr. Craig told the committee that 
the agency disposing of government 
property should first set aside ade- 
quate supplies for the future use of 
the armed forces, Red Cross and for- 
eign rehabilitation before the re- 


mainder is marketed through estab- 
lished channels of trade. 

In marketing the goods, he 
warned, the government must sell 
them in sufficiently small lots so 
that the average retail establishment 
can participate in bidding. He ex- 
plained that under present practices, 
the Treasury procurement agency 
recently sold a lot including hun- 
dreds of thousands of yards of sur- 
plus textiles taken over from the 
NYA on an “all or nothing basis,” 
allowing only 13 days for small mer- 
chants to build a syndicate. 


Suggests Publishing Lists 


As a remedy for this situation, 
Mr. Craig said that minimum lots 
should be specified by law, and that 
the unit should not be so large as to 
exclude ordinary retailers. He pro- 
posed that lists of such goods should 
be published in the “Federal Regis- 
ter” 45 days prior to the opening of 
bids, and that copies of the lists 
should be sent to all national trade 
associations. 

Under this plan, Mr, Craig told 
the committee, the government 
would get the greatest possible re- 
turn on its surpluses, while at the 
same time distributing the goods 
over a wide area so that they might 
easily be absorbed at the consumer 
level. Particularly, he pointed out, 
the acquisition of large stocks of 
government surpluses by speculators 
would be avoided, and merchants 
would be relieved of the fear of 


having large surpluses in the hands 
of speculators—a fear, he said, 
which “would discourage merchants 
from buying at their usual sources 
at regular market prices.” 

Mr. Craig’s appeal was sympa- 
thetically received by the commit- 
tee, which had suggested in its own 
interim report last weekend that 
“The prime object in the disposal of 
surplus war supplies and materials 
should be their economic use; that 
so far as possible they should be 
distributed through the usual chan- 
nels of distribution in quantities 
that will permit their acquisition by 
small as well as large purchasers, 
and that they should be disposed of 
with due regard to the ability of 
the civilian market to absorb them 
without unduly disturbing the econ- 
omy.” 


Holds Influence 


The George committee is con- 
ceded to be particularly influential 
in the postwar planning picture be- 
cause of deep-seated friendship be- 
tween Sen. George and Bernard M. 
Baruch, who is head of postwar 
plans for the Office of War Mobili- 
zation. It is understood here that 
Sen. George was consulted on the 
recent appointment of Mr. Baruch 
to handle demobilization for the ex- 
ecutive departments. 

In its report last week, the 
George committee pointed out that 
surplus property is now being dis- 
posed of by various branches of the 


FACTS .... 


@ Indianapolis one of America's finest 
transportation centers ... 16 rail- 
road lines, 5 airports, 120 truck 
lines enables one to reach over 
night 75,000,000 people. 


@ Retail sales (Indianapolis) up $30,- 
731,000. 


@ Indianapolis population 406,515 in 
May, 1942 (Chamber of Com- 


merce). 


@ Indianapolis industrial payrolls up 
50.6%, August, 1943, over August, 
1942, and five times greater than 
in 1939. 


@ Employment up 31.2%, August, 
1943, over August, 1942, and two 
and one-half times the number of 
workers employed in 1939. 


@ Effective buying incomes, $822,- 
741,000. 
@ Indianapolis per family income, 
$4,156. 


@ Farm incomes, in the Indianapolis 
Radius, up 51%. 


@ industrial payrolls, in the Indianap- 
olis Radius, up 39%. 


@ The News alone will do the job. 


ROLL, 


Retail Sales 


— $990,454,000.00 


IN 33 COUNTIES COVERED BY THE NEWS 


Payrolls 5 times those of 1939 
Bank Deposits in Indiana up 39% 


e It’s one of the Nation’s 


Richest Buying Markets 


covered by 


The INDIANAPOLIS NEWS 


Ist. 
Ist, 
Ist. 


IN DAILY CIRCULATION 
IN ADVERTISING LINAGE 
IN THE HEARTS OF HOOSIERDOM 


services “without any coordinated 
policy and without any considera- 
tion of the impact on the national 
economy.” 

In view of this, and the need for 
policy on contract termination the 
committee urged “a central agency 
whose functions would be the pro- 
mulgation and supervision of over- 
all policies and correlation of vari- 
ous agencies handling the prob- 
lems.” While suggesting that pro- 
curement agencies handle contract 
termination, the committee avoided 
a recommendation on the mechanics 
of surplus property disposal. 

In canceling contracts, the com- 
mittee said, the government should 
consider the employment situation; 
convertibility of the producer’s plant 
to civilian goods, and the amount of 
surplus material created by the can- 
cellation or lack of it. 

The committee also said that the 
prime object in the disposal of 
plants should be to return the prop- 
erties to our competitive economy 
under terms and conditions creating 
the least possible disturbance to pro- 
duction and employment. 


Blaine New Cuneo V.-P. 


James B. Blaine, assistant general 
manager since 1936 of the John F. 
Cuneo Company, Chicago printer, 
has been elected executive vice- 
president. In addition to his new 
administrative duties he will have 
charge of all company sales. Mr. 
Blaine joined the company in 1926 
as assistant to the director of fine 
binding. 


Green to Buchen 


Marvin Green, former president 
of Marvin Green, Inc., Chicago 
agency, has joined the Buchen 
Company, Chicago, as an account 
executive. Before heading his own 
agency, Mr. Green was advertising 
manager of the Storkline Furniture 
Company, Chicago. For the past 
year he has been director of public 
and employe relations for the Mid- 
i Ordnance Foundation, Decatur, 


Newton to Betty Zane 


M. J. Newton, formerly space 
buyer in the Detroit office of Ruth- 
rauff & Ryan, has joined the Betty 
Zane Popcorn Company, Marion, O. 
He has been succeeded by Harold 
Middleton, formerly with the Lee 
Anderson agency and the Detroit 
office of the WPB. 


favertaing ; -_ RRS _ 
Tucson Tourist 
Promotion Makes 
Small Space Coun: 


Tucson, Ariz., Nov. 23.—Ad 
tisers considering the temporar, 
of smaller space because of ‘he 
paper shortage may take a tip o, 
two from the current campaign of 
the Tucson Sunshine Climate C)yp 

The club, a pioneer in tourist pro. 
motion, has been successfully {e]]. 
ing its story through small adver. 
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* f ae » 14 
aed 
1. Ge direcaly to one place sad 
stay there the fall Gime. We sag- 
gett dry, emmy Tcsom where the 
tome desert art will re-emergice 


for the bigger war sad post- 
war sobs ahead. 


: 2, Be sure to make advance res- 
ervations. Tucson visitors are 
smvited to use the free serves of 
ont 22-year, non-prefil Sumhime , 

| Climate Club." y 

| 


| &. Travel as light as possible 
You'll weed lexus luggage for 
Tucson» formal, outdeer life 


“WRITE TODAY! Por reser 
vations () of free bowkle: |), 
Tecvom Swashine Cliomate Club 
45035-A Rialto, Tucson, Ariz 


tisements in national magazines for 
more than 20 years. In preparing 
the 1943-44 campaign, scheduled to 
run in 14 magazines, the problen 
presented by five different adver 
tisement sizes was solved by u 
a format built around a typical des- 
ert photograph, which is changed 
each month. Vertical handlin; 
the logotype gives larger display 
than would horizontal, and causes 
the less-than-column advertisement 
to stand out on the magazine page 

The Los Angeles office of Mc- 
Cann-Erickson, Inc., handles the 
account. 


Fire Fighters Aid in War 


A booklet, “Ashes Make Poor 
Gunpowder,” has been issued by the 
National Board of Fire Underwrit- 
ers, New York, describing the 
organization’s contribution to the 
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war effort. 


war production. 


remake ?—without a market! 


has never sold America short. 


of the new economic victory. 


your product? 


CHICAGO CLEVELAND BOSTON 


“Emergencies do not create character, they merely reveal it.” 


ZERO Hour FOR PRESIDENTS 


The zero hour for many company presidents will arrive when peace stops 
It will be then that the most courageous and audacious 
of all decisions will have to be put into effect—rehire? retool? rebuy?. 


There is little doubt as to how the majority of presidents will decide 


Busi: 


“All out” for war will give way to ‘all 
out” for prosperity. Business will be the pump-primer and the spark p!uz 


When the zero hour arrives and business minds swing to peace-t 


problems, what will be the split-second decision on your company : 


20,092 presidents and more than 30,000 other executives can be reac! 


intimately through Dun’s Review. They are the chief executives 


the major portion of the top rated companies in manufacturing (55‘ 


wholesaling (26%), financial, banking and insurance (9.7%). 


The time to seed those minds is now. 


DUNS REVIEW 


Published by DUN & BRADSTREET, Inc. 
290 Broadway, New York (7) N. Y. 


LOS ANGELES SAN FRANC! 
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THE BRANHAM COMPANY, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle 
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Today’s children are a critical audience for whatever you have 


to sell. They don’t beat around the bush or equivocate. 


They are completely honest in their response . . . embarrass- 


ingly so, as many a research investigator can report. 


Their reaction is direct and to the point — no matter what 
parents may think of the words they use to express their 


reaction ! 


It either “stinks” —or it’s “swell”! It’s either “lousy” — or 


it’s “on the beam’”’! It’s either a “drip” — or it’s “sharp”! 


Significant, therefore, is children’s liking for The Chicago 
Sun. To them The Sun is “‘solid”—and they gave vocal and 
visual demonstration of their approval by packing the Chicago 


Civic Opera House at The Sun’s first Comic Halloween party. 


They proved that in 20 months The Sun has built a children’s 


audience that the experts said would take 20 years. 


Yes, The Sun sells small fry! They think it is “O.K.”... 
“tops” —and that’s “no bunk.” And, whatever you have to sell, 
this is important for two reasons. First, the “small fry’’ of today 
are the consumers of tomorrow. Second, they're the children 
of parents who wanted a new morning newspaper in Chicago, 


asked for it... and are sold, solidly, on The Sun. 
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At THE SUN's recent Comic Halloween party, more than 10,000 children—plus accompanyin 
fathers, mothers, aunts and uncles—filled the great Chicago Civic Opera House to overflowing 
for three successive shows in one day. This is a view of a section of the crowd at one of the shows. 
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Because of this phenomenal loyalty... 


_ Fad 


THE SUN gives results 


a 


out of all proportion to f. 
_ lis. dreutation, ang fost’ 


Have you revised your advertising schedule to meet 


Chicago’s new newspaper situation? It’s this: 


1 You need The Sun in any newspaper combination to 


cover Chicago completely, economically and efficiently. 


2 By using The Sun alone you can make a tremendous 
impact against America’s No. 2 market with a relatively 


small expenditure. 


3 Actually you can sell for less in The Sun. 


CHICAGO'S MORNING TRUTHpaper 


THE CHICAGO SUN 


sells 
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Special WLB Panel 
Weighs Evidence 
in Disk Dispute 


New York, Nov. 23.—The special 
War Labor Board panel, which de- 
cided last July to take jurisdiction 
in the record making dispute be- 
tween the American Federation of 
Musicians and major recording 
companies, heard both sides present 
summations of their cases at the 
final hearing yesterday. 

Ralph Colin, counsel for Colum- 
bia Broadcasting System’s recording 
subsidiary, accused the union of 
bad faith and dishonesty in seeking 
to compel payment of a fee into the 
union’s coffers on each record made. 

“IT frankly question the honesty 
of the union’s purpose and its prob- 
able future responsibility,” said Mr. 
Colin. “I suggest that, with the 
union’s record before us, we have 
every right to question the honesty 
of the union’s purpose,” 

Mr. Colin reiterated the stand 
taken by his client and RCA Victor 
and NBC Recording Corporation, 
that the fund set up by AFM was 
not designed for the relief of un- 
employed musicians but for purely 
internal considerations, adding that 
the union failed to present to the 
panel any evidence of an over-all 
study of the employment situation 
which would indicate its sincerity. 

“It is clear that the object of the 


union is not to take care of its pres- | of the dispute. 


However, the board 


ent unemployed,” said Mr. Colin,| failed to do this, especially when 
“but to set up a subsidy in the fu- | Decca, WOR Recording Studios, Em- 


|\ture for anyone who wants to study 


music and can’t make 
money.” 
Mr. Colin charged that the his- 


tory of the union, headed by James 


enough 


pire Broadcasting and others ac- 
cepted Mr. Petrillo’s terms. 

On Nov. 5, Mr. Petrillo, William 
S. Paley, president of CBS and now 
overseas for the OWI, and David 


Caesar Petrillo, showed it had acted | Sarnoff, president of RCA, met be- 


in bad faith in labor 


that, in the present dispute, 


disputes and|hind closed doors in an effort to 
Mr. | reach an amicable settlement. 


Fol- 


Petrillo had acted in bad faith, first | lowing the meeting, Mr. Sarnoff de- 
by permitting a lapse of four or five| clared that some progress had been 
weeks before acting on proposals of | made, but later on Mr. Petrillo de- 
employers, and then by keeping a|clared otherwise. 


federal conciliator waiting for three 
weeks during the hearings. 


Arthur S. Meyers, chairman of 
the WLB panel and also of the New 


(On July 22, after three weeks of | York State Mediation Board, said 
deliberation, the WLB panel decided | its decision would be made public in 


to take jurisdiction in the case. AA, 
July 26.) 


Padway Ignores Charges 


Joseph A. Padway, union counsel, 
ignored Mr. Colin’s charges in his 
summation. He insisted that the 
union was not on strike but had 
simply ceased employment, and that 
permanently. He argued that the 
board had no authority to force the 
men back to their jobs. This, he 
said, would approach involuntary 
servitude, which is unconstitutional. 

In this connection, the AFM and 
Mr. Petrillo opposed intervention of 
the WLB last July because the 
board might rule that the musicians 
are on strike against the .companies 
in refusing to make transcriptions 
for radio use and order them back 
to work pending official settlement 


| 


five to eight weeks. 


Lindsey Joins 
Hill Advertising 


Dale Lindsey, for two years 
assistant to the president of the 
Chas. W. Hoyt Company, has re- 
signed to become assistant to the 
president of Hill Advertising, Inc., 
New York. Miss Lindsey will take 
over account executive duties on a 
number of Hill accounts. 


Planters on Air 

Planters Nut & Chocolate Com- 
pany, Wilkes-Barre, Pa., has started 
radio promotion of Planters pea- 
nut butter over WBBM, Chicago, 
KDKA, Pittsburgh, and WHAM, 
Rochester. Goodkind, Joice & Mor- 
gan, Chicago, is the agency. 


Mullen Heads 
New Magazine 
Ad Bureau 


New York, Nov. 24.—The name of 
the Magazine Marketing Service of 
the Periodical Publishers Association 
has been changed to Magazine Ad- 
vertising Bureau, and W. H. Mullen, 
recently director of postwar plan- 
ning activities of Crowell-Collier 
Publishing Company, has been 
named director. 

The change was made to reflect a 
broader scope of activity in the pro- 
motion of magazines as an adver- 
tising medium, Mr. Mullen said. A 
future possibility, he added, is 
a campaign in business papers. 

Before rejoining Crowell-Collier 
some months ago, Mr. Mullen was 
administrative officer of the pub- 
lications division of the OWI over- 
seas branch. 

Leading publishers organized the 
Marketing Service three years ago 
to supply information on magazines 
as a medium. 


Joins Metropolitan Group 


I. H. MacKenzie, formerly media 
director in Detroit for the J. Stirl- 
ing Getchell agency and more re- 
cently connected with the Biow 
Company, New York, has joined 
the sales staff of Metropolitan Sun- 
day Newspapers, with headquarters 
in Detroit. 
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STILL A LEADER! 


Head and shoulders above the field — that's the 


way *BPIC Specialized Export Publications stack up 


with hard-headed business men. 


Acknowledged the 


media that can win over others by a walk, these are 


the "paid-for," read-and-relished publications that lap 


up the miles between prospective sales and cash in 
the till. *BPIC Publications sell the kind of goodwill 


and confidence in your name and product that makes 


LATIN AMERICAN 
BUSINESS 


a 
' 


‘é 


WAR 


CHENZIE 


a 


fast friends of Latin Americans ... sells them fast and 


keeps them “sold”. 


While others are playing “follow the leader" this is 
your opportunity to get ‘way out in front with your 
wares. Choose the publications that Latin America 
reads hungrily ... the *BPIC publications with an 80% 
paid circulation offered by no other export publisher 
in the automotive, drug, industrial, construction and 


engineering fields. 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
(Affiliated with McGraw-Hill Publishing Co. Inc. and Chilton Co., Inc.) 


MAL 
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Duffy-Mott Uses 
Advertising to 
Assist Retailers 


New York, Nov. 24.— How one 
food manufacturer has converted jt. 
entire advertising program in ac. 
sisting retailers to explain shortage: 
and other wartime problems to the 
consuming public is exemplified by 
the current campaign of Duffy-Moj; 
Company, maker of Sunsweet prune 
juice, jellies, apple juice and othe; 
food products. 

Unable to meet the mounting de. 
mands of both military and civiliay 
requirements, with labor problems 
and scarce packaging materials fy;. 
ther aggravating the situation, the 
company felt that its advertising 
could do a handsome job in he! ing 
grocers tell the nation’s housewives 
why it is grocery stores sometimes 
are out of stock, in saving the gro. 
cer’s time, and in speeding his sery- 
ice. 

Thus last June the company in- 
augurated an institutional-informa- 
tional program over 56 stations of 
the Mutual Broadcasting System 
entitled “What’s Your Idea}?” 
Heard Mondays, Wednesdays and 
Fridays at 11:45 a. m., EWT, and 
featuring home economist Imogen 
Wolcott, the program is intended tp 
acquaint consumers with the num- 
erous wartime handicaps unde; 
which grocers are working, rather 
than to sell any of the company’s 
merchandise. 

In addition, newspaper insertions 
of 60 and 100-line units are appear- 
ing weekly in about 18 markets 
calling attention to the radio pro- 
gram, and beginning with Septem- 
ber issues of Good Housekeeping 
and Life, advertisements are 
being used as attention-calle: 
the radio program. Business pape: 
copy in the grocery field asks gr 
ers to offer suggestions on how the 
company can make its radio pro- 
gram benefit them. The company 
has prepared a folder giving sample 
flashes from past radio programs 
which is offered to the trade. 

Last year the company tied in its 
advertising with the Treasury De- 
partment’s bond and stamp promo- 
tion by adopting as the main theme 
of its spring campaign for Sun- 
sweet prune juice the ,importance 
of health as a national asset in the 
victory drive. Sunsweet copy ap- 
peared in Good Housekeeping and 
Life and in 54 newspapers where 
the company’s products are distrib- 
uted. 

The account is handled by Al 
Paul Lefton Company, Philadelphia. 


Gannett Appoints Bridge 
Advertising Director 


Don U. Bridge, former advertising 
director of the New York Times, 
and recently special consultant in 
the war finance division of the 
Treasury Department, has been ap- 
pointed advertising director of the 
Gannett Newspapers, a new posi 
tion, by Frank E. Tripp, general 
manager. 

Frank Duffy, now on sick leave, 
will continue as advertising counse! 


Named Fairchild Director 


Edmund Fairchild, a member of 
the Fairchild organization for 22 
years, will become director of al! 
midwestern activities of Fairchild 
Publications, effective Dec. 1. Hi 
will make his headquarters in th 
company’s Chicago office. 


YOU CAN'T 
COVER MICHIGAN 
WITHOUT... 


Industries in Batt! 
reek—a city of 6/.// 
population — have be« 
conservatively deve! 
over a period of 
years. Basie industri® 
—cereal foods and m°‘a! 
products. Busy — ut 
net a war-boom tow" 


published monthly in Span 
ish, circulates to the Latin 
American construction 


ublished monthly 
ish 
paid 


in Eng- 
and circulating on a 
basis to 


published monthly in Span- 
ish and circulating on a 
paid subscription basis to 


published monthly in Span- 
ish and circulating on a 


sh. circulates to the Latin 
American industrial and en 


THE BATTLE CREEK 


ENQUIRER «x» NEWS 


and subscription 


gineering, governmental and engineering, governmental the automotive trade and the ———- pate and a _ A 
importing paid subscriber and importing paid sub transport field in Asia, transport e in atin ne drug trade anc ea . ‘ 
* readers. scriber readers. Africa, Europe and Oceania. America. field in Latin America. a ALLEN-KLAPP CO. New York: Chicage - Delco” _ 
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: Tue readers of INSTITUTIONS Magazine represent a post-wat market of huge propor 


tions . + ° 
ne Magazine are the big consumer 


roe POST-WAR a 
ma!) 


To determine the size and extent 
tutional field, INSTITUTIONS Ma 
over 50,000 hotels, hospitals, schools, colleges. restaurants 
types of institutions. The findings of this survey—which have been 
presented in this booklet—are 


now serving oF planni 
survey, or for information on the application of your pro 


mass feeding and mass housing market, consult your advertising agency 


er write direct. 


NS MAGAZINE 4 
aie 1900 PRAIRIE AVENUE 3 


ay 


s tons. 
3 


vou | 


—— - 


an 8.5. billion dollar post-war mar 
buyers of all types © 


by whom this 8.5 billion dollars will be spent. 


NO. 3 SEPTEMBER 43 


E a1 nLLION IN POSTWAR PLANS 


¢ INSTITUTIONS 


ket that is yours today! The readers © 
_ the buyers 


{ mass housing and mass feeding products - - 


These are the men and women who depend 
upon INSTITUTIONS Magazine for authoritative assistance On 
their immediate and post-war problems. . for the type of product 
information they must have in directing their planning and buying 


a 


on a practical and sound basis. 


Manufacturers of mass feeding and mass hous- 


ing products who are now advertising to this huge market through 


INSTITUTIONS Magazine are using the most effective and most 
economical means of approaching these big consumer buyers. These 
manufacturers are not only enjoying the immediate benefits of this 
market . . - they are also building for themselves 4 preferred posi- 


tion among institutional managements in the post-war period. 


INSTITUTIONS Magazine is the only pub- 
you can reach all related divisions of the 


lication through which 
plated products have an 


institutional field. If your present OF contem 
application to this field, your advertising messages in the columns of 
INSTITUTIONS Magazine will gain for them the kind of acceptance 


they must have to share in the 8.5 billion dollar ‘nstitutional market. 
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Special WLB Panel 
Weighs Evidence 
in Disk Dispute 


New York, Nov. 23.—The special 
War Labor Board panel, which de- 
cided last July to take jurisdiction 
in the record making dispute be- 
tween the American Federation of 
Musicians and major. recording 
companies, heard both sides present 
summations of their cases at the 
final hearing yesterday. 

Ralph Colin, counsel for Colum- 
bia Broadcasting System’s recording 
subsidiary, accused the union of 
bad faith and dishonesty in seeking 
to compel payment of a fee into the 
union’s coffers on each record made. 

“I frankly question the honesty 
of the union’s purpose and its prob- 
able future responsibility,” said Mr. 
Colin. “I suggest that, with the 
union’s record before us, we have 
every right to question the honesty 
of the union’s purpose.” 

Mr. Colin reiterated the stand 
taken by his client and RCA Victor 
and NBC Recording Corporation, 
that the fund set up by AFM was 
not designed for the relief of un- 
employed musicians but for purely 
internal considerations, adding that 
the union failed to present to the 
panel any evidence of an over-all 
study of the employment situation 
which would indicate its sincerity. 

“It is clear that the object of the 


| union is not to take care of its pres- | of the dispute. 


However, the board 


i unemployed,” said Mr. Colin,|failed to do this, especially when 


“but to set up a subsidy in the fu- | Decca, WOR Recording Studios, Em- 
| ture for anyone who wants to study | pire Broadcasting and others ac- 


|music and can’t make 


money.” 
tory of the union, headed by James 


in bad faith in labor 
that, in 


by permitting a lapse of four or five 
weeks before acting on proposals of 
employers, and then by keeping a 
federal conciliator waiting for three 
weeks during the hearings. 

(On July 22, after three weeks of 
deliberation, the WLB panel decided 
to take jurisdiction in the case. AA, 
July 26.) 

Padway Ignores Charges 


Joseph A. Padway, union counsel, 
ignored Mr. Colin’s charges in his 
summation. He insisted that the 
union was not on strike but had 
simply ceased employment, and that 
permanently. He argued that the 
board had no authority to force the 
men back to their jobs. This, he 
said, would approach involuntary 
servitude, which is unconstitutional. 

In this connection, the AFM and 
Mr. Petrillo opposed intervention of 
the WLB last July because the 
board might rule that the musicians 
are on strike against the \companies 
in refusing to make transcriptions 
for radio use and order them back 
to work pending official settlement 


enough | cepted Mr. Petrillo’s terms. 


On Nov. 5, Mr. Petrillo, William 


Mr. Colin charged that the his-|S. Paley, president of CBS and now 


overseas for the OWI, and David 


Caesar Petrillo, showed it had acted | Sarnoff, president of RCA, met be- 
disputes and|hind closed doors in an effort to 
the present dispute, Mr.|reach an amicable settlement. 
Petrillo had acted in bad faith, first | lowing the meeting, Mr. Sarnoff de- 


Fol- 


clared that some progress had been 
made, but later on Mr. Petrillo de- 
clared otherwise. 

Arthur S. Meyers, chairman of 
the WLB panel and also of the New 
York State Mediation Board, said 
its decision would be made public in 
five to eight weeks. 


Lindsey Joins 
Hill Advertising 


Dale Lindsey, for two years 
assistant to the president of the 
Chas. W. Hoyt Company, has re- 
signed to become assistant to the 
president of Hill Advertising, Inc., 
New York. Miss Lindsey will take 
over account executive duties on a 
number of Hill accounts. 


Planters on Air 

Planters Nut & Chocolate Com- 
pany, Wilkes-Barre, Pa., has started 
radio promotion of Planters pea- 
nut butter over WBBM, Chicago, 
KDKA, Pittsburgh, and WHAM, 
Rochester. Goodkind, Joice & Mor- 
gan, Chicago, is the agency. 


Mullen Heads 
New Magazine 
Ad Bureau 


New York, Nov. 24.—The name of 
the Magazine Marketing Service of 
the Periodical Publishers Association 
has been changed to Magazine Ad- 
vertising Bureau, and W. H. Mullen, 
recently director of postwar plan- 
ning activities of Crowell-Collier 
Publishing Company, has_ been 
named director. 

The change was made to reflect a 
broader scope of activity in the pro- 
motion of magazines as an adver- 
tising medium, Mr. Mullen said. A 
future possibility, he added, is 
a campaign in business papers. 

Before rejoining Crowell-Collier 
some months ago, Mr. Mullen was 
administrative officer of the pub- 
lications division of the OWI over- 
seas branch. 

Leading publishers organized the 
Marketing Service three years ago 
to supply information on magazines 
as a medium. 


Joins Metropolitan Group 


I. H. MacKenzie, formerly media 
director in Detroit for the J. Stirl- 
ing Getchell agency and more re- 
cently connected with the Biow 
Company, New York, has joined 
the sales staff of Metropolitan Sun- 
day Newspapers, with headquarters 
in Detroit. 


Head and shoulders 


way *BPIC Specialized 


with hard-headed business men. 
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STILL A LEADER! 


above the field — that's the 
Export Publications stack up 
Acknowledged the 


media that can win over others by a walk, these are 


the "paid-for," read-and-relished publications that lap 


up the miles between prospective sales and cash in 
the till. *BPIC Publications sell the kind of goodwill 


and confidence in your name and product that makes 


post pn 
ATIN AMER! 
"BUSINESS 


fast friends of Latin Americans . .. sells them fast and 


keeps them “sold”. 


While others are playing “follow the leader” this is 
your opportunity to get "way out in front with your 
wares. Choose the publications that Latin America 
reads hungrily ... the *BPIC publications with an 80° 
paid circulation offered by no other export publisher 
in the automotive, drug, industrial, construction and 


engineering fields. 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
(Affiliated with McGraw-Hill Publishing Co., Inc. and Chilton Co., Inc.) 
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Dutfy-Mott Uses 
Advertising to 
Assist Retailers 


New York, Nov. 24.— How one 
food manufacturer has converted jt: 
entire advertising program in as. 
sisting retailers to explain shortage 
and other wartime problems to the 
consuming public is exemplified by 
the current campaign of Duffy-Moj; 
Company, maker of Sunsweet prune 
juice, jellies, apple juice and other 
food products. 

Unable to meet the mounting de. 
mands of both military and civilian 
requirements, with labor problems 
and scarce packaging materials fyr- 
ther aggravating the situation, the 
company felt that its advertising 
could do a handsome job in helping 
grocers tell the nation’s housewives 
why it is grocery stores sometimes 
are out of stock, in saving the gro- 
cer’s time, and in speeding his sery- 
ice. 

Thus last June the company ip- 
augurated an institutional-informa- 
tional program over 56 stations of 
the Mutual Broadcasting System 
entitled “What’s Your Idea)?” 
Heard Mondays, Wednesdays and 
Fridays at 11:45 a. m., EWT, and 
featuring home economist Imogene 
Wolcott, the program is intended tp 
acquaint consumers with the num- 
erous wartime handicaps under 
which grocers are working, rather 
than to sell any of the company’s 
merchandise. 

In addition, newspaper insertions 
of 60 and 100-line units are appear- 
ing weekly in about 18 markets 
calling attention to the radio pro- 
gram, and beginning with Septem- 
ber issues of Good Housekeeping 
and Life, advertisements are 
being used as attention-calle: 
the radio program. Business pape: 
copy in the grocery field asks groc- 
ers to offer suggestions on how the 
company can make its radio pro- 
gram benefit them. The compan) 
has prepared a folder giving sample 
flashes from past radio programs 
which is offered to the trade. 

Last year the company tied in its 
advertising with the Treasury De- 
partment’s bond and stamp promo- 
tion by adopting as the main theme 
of its spring campaign for Sun- 
sweet prune juice the .importance 
of health as a national asset in the 
victory drive. Sunsweet copy ap- 
peared in Good Housekeeping and 
Life and in 54 newspapers where 
the company’s products are distrib- 
uted. 

The account is handled by Al 
Paul Lefton Company, Philadelphia. 


Gannett Appoints Bridge 
Advertising Director 


Don U. Bridge, former advertising 
director of the New York Times, 
and recently special consultant in 
the war finance division of the 
Treasury Department, has been ap- 
pointed advertising director of the 
Gannett Newspapers, a new posi- 
tion, by Frank E. Tripp, general 
manager. 

Frank Duffy, now on sick leave, 


] 


will continue as advertising counse! 


Named Fairchild Director 


Edmund Fairchild, a member of 
the Fairchild organization for 22 
years, will become director of al! 
midwestern activities of Fairchild 
Publications, effective Dec. 1. He 
will make his headquarters in th 
company’s Chicago office. 
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A Bit Market of BIG Consumers «++ - 


cS Tre reader 
tions . . « an 8.9 billion dollar post-war 
Magazine are the big consumer 


by whom this 


buyers of all 


rour POST-WAR 
MARKE 1S HERE 


TODAY! 


a 


ie 


FB TACTS 0 


BILLIONS 


- oe, 
RES 


Consult Your ADVERTISING AGENCY! 
To determine the size and extent of the post-war market in the insti- 
tutional field, INSTITUTIONS Magazine conducted a survey among 
over 50,000 hotels, hospitals, schools, colleg 
types of institutions. The findings of this survey—which have been 
presented in this booklet—are of special interest to all manufacturers 
to serve this field. To obtain details on this 
survey, or for information on the application of your products to the 
housing market, consult your advertising agency 


es, restaurants and other 


now serving or planning 


mass feeding and mass 
or write direct. 
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reaches: 


onth, 
INSTITUTIONS 44 
agazine 


© HOTELS 


and 


ti oss for 
ion to its the duration 
“Gazing ; ° of +t 


s of INSTITUTIONS Magazine represent a post-war market of huge propor- 


market that is yours today! The readers of INSTITUTIONS 


types of mass housing and mass feeding products - - - the buyers 


8.5. billion dollars will be spent. 


These are the men and women who depend 
upon INSTITUTIONS Magazine for authoritative assistance On 


their immediate and post-war problems . for the type of product 


information they must have in directing their planning and buying 


on a practical and sound basis. 


Manufacturers of mass feeding and mass hous- 


ing products who are now advertising to this huge market through 


INSTITUTIONS Masgez 


economical means of approac 


‘ne are using the most effective and most 
nsumer buyers. These 
diate benefits of this 


for themselves a preferred posi- 


hing these big co 
manufacturers are not only enjoying the imme 
market . . - they are also building 


tion among . astitutional managements in the post-war period. 


INSTITUTIONS Magazine is the only pub- 
b all related divisions of the 


esent or con 


lication through which you can reac 


‘nstitutional field. \f your pr templated products have an 


application to this field, your advertising in the columns of 


INSTITUTION 
they must have to share in the 8.5 billion dollar ‘nstitutional market. 


messages 


S Magazine will gain for them the kind of acceptance 
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C 
In Washington .. . 


Army Sales Catalog 
Spurs Interest in 
Surplus Supplies 


Washington, D. C., Nov. 24.— 
Intelligent legislation to regulate 
the sale of surplus government 


property may be expected shortly 
on the basis of studies now being 
conducted by several committees, 
particularly the Patman small busi- 
ness committee of the House, and 
the postwar planning and military 
affairs committee of the Senate. 

A constructive step this week, for 
instance, was the decision of the 
Senate military affairs group to 
support a resolution requiring vari- 
ous agencies to supply Congress, 
other government agencies and in- 
dustries concerned with records of 
property no longer needed for war 
purposes. 

Distribution by the Army air forces 
recently of nearly 40,000 well-pre- 
pared sales catalogs to potential 
purchasers of a wide variety of 
items is the latest of the promotion 
efforts adopted by agencies loaded 
with surplus government property 
in the absence of a uniform system 
for handling these sales. 

The 830th air force depot at 


Memphis prepared the 32-page cat-| postwar 


which is printed on 


alog, 


planning, Mr. Henderson 


slick | says that government now consumes 


paper, and bourd in blue and gold.| such a high percentage of the na- 


Patterned after a Sears, Roebuck 
list, it makes elaborate use of tempt- 


the goods. 
Almost all of the 441 items cov- 


equipment such as compressors, fuel 
tanks and electrical equipment, but 
they are by no means all the ma- 
terial that is on hand at the Mem- 
phis depot, which is the central 
point for excess property of the air 
force. 

The catalog has everything that 
customarily appears in commercial 
lists, such as drawings, photographs, 
and “selling” descriptions, but there 
are no prices. Sales are by negotia- 
tion, with haggling going on until a 
deal is made. 

* * & 


Leon Henderson was described as 
“a hero of the home front” when he 
appeared wearing a brown v-neck 
sweater, to speak last week at the 
National Lawyer’s Guild banquet in 
honor of James Lawrence Fly, 
chairman of the FCC. The former 
OPA administrator, who is now get- 
ting $75,000 a year for heading a 
national research organization, in 
addition to other jobs, said that he 
saw little chance of “full produc- 
tion and full employment after the 
war” unless the executive and legis- 
lative branches of the government 
bury the hatchet and start working 
together. 

Declaring that he now devoted 
the greater portion of his time to 


| ered by the catalog are industrial | 


tional income that there will be no 
chance for business to operate 


| ing sales phrases to solicit offers for | smoothly in the postwar world un- 


|less government also operates 
smoothly. Among his suggestions 
were the reorganization of Con- 
gressional committees to prevent 


| 


overlapping and the elimination by 
Congress “of such outrages as the 
Cox committees, Smith committees 
and Dies committees.” 
* Bs a 
Postmasters have been warned by 
the Postmaster General to give their 
personal attention to conserving 
waste paper and salvaging it 
through local salvage committees 
. and the Post Office panel which 
listened to Esquire’s parade of ex- 
perts is expected to rule that the 
magazine is entitled to second class 
mailing privileges. 
a % ae 
The kickback of $13,000,000,000 
in unexpended appropriations by 
the War Department has Washing- 
ton confused. In the absence of an 
explanation for the rebate, two 
partially correct theories are heard: 
First, that the Army found that the 


nation’s industrial capacity was 
booked, and couldn’t spend the 
money; and second, that the cut- 


backs in certain aspects of the arms 
program are already appearing. 
Informed sources believe the cut- 
backs will run over 50% of the 
total production program once Ger- 
many is beaten. But these cutbacks 
will be concentrated on eertain 


Practically every action involved in driving your car is a habit. 


You don’t really think about it. You do it automatically. 


The people of Southern New England have de- 
veloped a habit, too. It’s the habit of listening 
regularly to WTIC, the station that has always 


satisfied their desire for the best in radio fare. 


The wise national advertiser can immediately 
recognize the importance of this habit. It means 


that his sales message over WTIC will reach a 


constant and attentive audience . 


.. an audience 


possessing a buying income that is 50% greater 
than the average for the entire United States. 


Get into the habit of using WTIC. It’s a sure way 


to create a swift and healthy sales response to | 
your advertising message in the wealthy South- | 
ern New England market. 


IN SOUTHERN NEW ENGLAND 


PEOPLE ARE IN THE #06 OF LISTENING TO WTIC 


items such as small caliber am- 
munition, machine guns and tanks. 
Many of these will be taken right 
out of production, while other items, 
such as shipping, airplanes and 
electronic equipment, will continue 
’til the last gun is fired. 

Significance in all this is the 
problem that it will bring in can- 
celing contracts. Contracts will be 
canceled in tight labor areas; or 
with inefficient plants. Dilemma to 
be avoided here is that the most 
cooperative and best plants may be 
delayed in reconverting for civilian 
production, while the least efficient, 
and perhaps, least worthy, could get 
a running start in postwar produc- 
tion. 

ao * aS 

The death of Rep. Ditter, last 
week, while depriving the House of 
one of its most constant advocates 
of economy, also removed one of 
OWI’s most unrelenting Congres- 
sional foes. It was Congressman 
Ditter who asserted that the radio 
bureau—one of the most success- 
ful of OWI operations—was “coerc- 
ing” the broadcasters. 


‘Outdoor Life’ Trims Size 

In line with current paper short- 
ages, Outdoor Life, published by 
Popular Science Publishing Com- 
pany, New York, has announced 
new mechanical specifications and 
color closing date, with a new trim 
size of 8% inches by 10% inches, 
effective with the March, 1944, 
issue. A new rate card based on 
the new size has been released. 


Goodyear Wins Award 


“Salute to Youth,” weekly radio 
program sponsored by Goodyear 
Tire & Rubber Company, Akron, 
O., over the full NBC network, has 
been presented the “Radio Award 
for 1943” by the Hillman group of 
women’s magazines. The program 
is produced by Ben Larson and di- 


|rected by Alan Ward. 


'Arnold Forms Agency 


G. E. Arnold, who recently sold 


his interest in the Advertising 
Counselors, Phoenix, to Ivan N. 


Shun, has opened his own agency, 
G. E. Arnold Company, Advertising, 
at 515 Title and Trust building, 
Phoenix. 


‘= + 
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‘Time’ Restrained 
from Using Mails 
in Argentina 


New York, Nov. 24.—The A 
tine Post Office last week ba 
Time and approximately 400 . ; 
publications from the mails {p) 
articles on Argentina to which 
President Gen. Pedro Ramirez’ <oy- 
ernment apparently objected. 

A duplicate of the air ex; 
edition which circulates 


: in her 
parts of Latin America, Time sys. 
pended publication of its last foy 


Argentina issues. 

In a statement issued here, P, | 
Prentice, publisher of Time, 
“It seems too bad that the Am« 
and English colonies in the Arzgen. 
tine should be cut off from the 


quickest direct access to uncensored 
and impartial news.” 
He said that effective with the 


current issue, Time would suspend 
printing in Buenos Aires and add 
that the magazine hoped to 

publishing within a few weeks ip 
Sao Paulo, Brazil, “where the m 
liberal government of Preside 
Getulio Vargas has indicated its 
friendly interest in having Time’ 


nes 
air express edition printed.” 
Schenley to Buy Blatz 
Schenley Distillers Corporation, 
New York, has completed plans to 
purchase the Blatz Brewing Com- 
pany, Milwaukee, for an estimated 


$6,000,000, in line with diversi 
tion of its operations in the be 
age field. The sale is expecte 
be completed by Dec. 15, according 
to Frank M. Gabel, Blatz president 
with Schenley acquiring all stock of 
the Milwaukee concern. Mr. Gabe! 
said there would be no chang: 
operations, and he will rema 
president. 


Bans Tampa Tax on Dailies 

The Florida Supreme Court last 
week ruled invalid a Tampa licens: 
tax on newspapers, based on thei: 
volume of circulation. Attorney: 
for the Tampa Times and Tribun 
had opposed the city licensing ordi- 
nance as discriminatory and uncon- 
stitutional. It would have required 
annual license fees ranging fron 
$40 to $700. 
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Write on your 
firm's letterhead to 
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ED. KENNELLY 
NATIONAL ADVERTISING MANAGE 


75 WEST ST., N. Y. C. 6 


— 


~~; a 


a es ee 
ee 
. a | 
> . A. POWER 
| R Osea Mf ee ee 
ONS SSS fh ae AACE { 
“ies \ , ~~ I / ff] i. ot _ 
| » i“. hei ss 7 
si eh ere yee: > 
| ee | hp... 
| ee F 3 oo Meal 
) FIFTY 64 = 
ee A oS> 
ee pes | Sopp | 
| a .F ee "pr: ERS S, “ ——— | 
eee e | | 
0 | 
a | Po f ~ fOPpe vy | 
a f Wau sf | 
“Snag 
| a Ns 
De” eee VJ OS a 
i | ote 4 “oS 


Lol 


-_—s 


GE 


ww 
—< 2 

Jy. ys 

“Uan 2°} . 
Me a 

' 

~ 

oO 

( 

4 

4G 

4 7 

7 
v 

( 


a 


Clearly, we think, this fable proves that there are only two royal roads to hap- 
piness and success—(1) Back up your first-class consumer copy with first- RUG PICS 


class trade paper copy or (2) Have good-looking legs like Mame’s. 330 WEST 42nd STREET + + + NEW YORK CITY 18 
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Westinghouse fo 
Continue Making 
Sterilamp Units 


AMA Council Okays 
Separate Unit for 
Hospital Use 


Baltimore, Nov. 24.— Westing- 
house Electric & Mfg. Company 
will continue to manufacture a 
Sterilamp unit for commercial use, 
although the American Medical 
Association’s Council on Physical 
Therapy has withdrawn acceptance 
of the device, George A. Garnes, 
advertising manager of the West- 
inghouse X-ray division here, told 
ADVERTISING AGE this week. 

The AMA Council last week voted 
to rescind acceptance of what the 
company has marketed as its Con- 
stant Intensity Sterilamp unit, but 
it included the Westinghouse C-I 
Bactericidal unit, including oper- 
ating room, hospital nursery and 
hospital ward models, in its list of 
accepted devices. 

Westinghouse, said Mr. Garnes, 
will manufacture the C-I Bacteri- 
cidal unit, with Council acceptance, 
for specific and limited use in hos- 


pitals. It also will continue to 
manufacture Sterilamps for com- 
mercial use, which will have no 
relation to the Council’s acceptance 
of the C-I unit. Adoption of the 
scientific name for the hospital unit 
should avoid any similarity and 
confusion in names between the 
two products, Mr. Garnes said. 

The Council, in its report on the 
C-I Bactericidal unit, said clinical 
evidence submitted to it shows 
that under properly controlled con- 
ditions, ultra-violet radiation is 
effective in killing air borne micro- 
organisms and may be used to 
supplement other measures for the 
prevention of cross infection in 
hospital wards and nurseries, and 
in operating rooms for reduction of 
air borne infections in wounds. 

It added that Council acceptance 
is limited to ultraviolet disinfecting 
lamps because available data does 
not substantiate claims for disin- 
fecting air by ultra-violet radiation 
in schools, waiting rooms, public 
gathering places and homes, or for 
the sterilization of solids such 
drinking cups and glasses. 

The AMA group, in withdrawing 
acceptance of the Sterilamp units, 
pointed out that in May, 1942, it 
accepted these devices as providing 
a useful supplementary measure of 
asepsis in hospital nurseries, wards 
and operating rooms where condi- 
tions are carefully controlled. It 
said Constant Intensity \Sterilamp 
units were to be used by the com- 
pany only for hospital units, “to 
| differentiate between the devices) 


as 


used for accepted purposes and the 
Sterilamps publicized for other pur- 
poses.” But that arrangement was 
unpractical and proved to be mis- 
leading to the profession and the 
public, the Council claimed. 

“The term ‘Sterilamp’ has been 
widely publicized by the Westing- 
house Electric & Mfg. Company,” 
the Council report continued. 
“Through extensive publicity it has 
been presented to the public as a 
designation for an apparatus that 
will kill bacteria in _ lavatories, 
bakeries, breweries, wineries, can- 
neries, restaurants and so on. It is 
also claimed to aid in the tender- 
izing of meat.” 

Such uses are stated in paid 
advertising of the company, the 
Council said, and news stories and 
photographs have been distributed, 
some of which are “of a somewhat 
sensational nature” and many of 
which appear in widely-read pub- 
lications. 

Westinghouse, it said, definitely 
coupled the hospital and commer- 


cial uses of the Sterilamp in an 
advertisement used in October, 
1942, which carried the headline, 


“Abandon hope... all Germs who 
enter here,” and which pointed out 
that the unit was used in the Ten 
deray process for tenderizing meat. 


Pierce Joins Mathes 

Bert Pierce, formerly automobile 
editor, New York Herald Tribune, 
has joined the publicity department 
of J. M. Mathes, Inc., New York. 
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Timetable Maps 
Government's ‘44 
Food Campaign 


Washington, D. C., Nov. 23.—All 
government food campaigns will be 
merged under “Food Fights for 
Freedom” in 1944, according to a 
timetable for food advertising com- 
pleted today by the War Food Ad- 
ministration, OPA, OWI and War 
Advertising Council. 

The period-by-period and month- 
by-month timetable calls for heavy 
emphasis on reasons why we have 
a food problem; the importance of 
food in our war strategy, and em- 
phasis on “action phases.” 

In January, February and March, 
the public will be urged to make 
food fight for freedom by observing 
the OPA home front pledge to ac- 
cept no rationed goods without giv- 
ing up ration stamps and to pay no 
more than top legal prices. 


Gardens Promoted Again 


April and May will be devoted to 
promoting Victory gardens; the 
U. S. Crop Corps, or helping a farm 
or a processing plant; in June, July 
and August, the message will be 
“Conserve food by avoiding waste. 
Clean your plate, use your left- 
overs. Preserve fresh perishables 
by canning, drying, storing.” 

September will bring a series on 
|*Plan and serve balanced meals 
| built around the Basic 7,”’ while Oc- 
tober, November and December will 
be devoted to the home front pledge 
{ again. 
| In announcing its plans for 1944, 
| OWI praised the food and allied in- 
| dustries, their agencies and all me- 
|dia for support they have already 
|given “Food Fights for Freedom.” 
“With the possible exception of the 
3rd War Loan,” said Palmer Hoyt, 


OWI domestic director, “I have 
never seen a program which re- 
ceived such wholehearted, unselfish 


support.” 

Mr. Hoyt said the War Advertis- 
ing Council, food advertisers, food 
trade publications, wholesalers and 
retailers “had responded magnifi- 
cently.” He cited this as evidence 
of the success of the new OWI pol- 
icy of specializing in one campaign 
each month, “If we in government,” 
Mr. Hoyt said, “lay our cards 
squarely on the table and ask for 
support for one specific program at 
a time, industry and media will 
back us up.” 

Agencies at Work 

Six different War Advertising 
Council “task forces” have accepted 
the assignment of developing ma- 
terial for next year’s program. J. 
Walter Thompson and Paris & Peart 
are already at work preparing “how 
to do it” folders for consumer ad- 
vertisers and the trade for the first 
quarter. Arthur Kudner will soon 
begin preparing material for April 
and May, to be followed by Lennen 
& Mitchell on the conservation 
phase, and Benton & Bowles on nu- 
trition. 

Sherman K. Ellis & Co. has vol- 
unteered its services for special 
activity in the farm field, and Paris 
& Peart will prepare a trade promo- 
tion for each quarter. 

The food unit of OWI also an- 
nounced that it would discontinue 
mailings of its information program 
booklets on food to advertisers, ex- 
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cept upon request. It believes ; 
the illustrated and condensed , 
sions prepared by the War Ady, 
tising Council in the form of “} 
to do it” folders are of more spe 
interest and value to agencies 
their clients. 

An exception will be made in t}, 
case of program material for the 
first quarter of 1944. The OW] 
formation booklet will be ready jy 
fore Dec. 10, but the Council’s “} 
to do it” adaptation may not 
ready for mailing until after {| 
first of the year. As this is too lat 
for magazine users, the OWI boo! 
lets will be distributed as soon 
possible. 


Wilson Booklet 
Documents Use 
of U.S. Sports 


(Picture on Page 55) 

Chicago, Nov. 23.—In line wit 
consistent campaign to stress the 
importance of sports to the nation 
physical welfare, Wilson Sporting 
Goods Company has published 
new 30-page booklet “The Human 
Machine at War.” 


The illustrated brochure is Wil- 
son’s plea for a _ physically fit, 
sports-trained America now and 


after the war. A special advertise- 
ment calling attention to the volume 
declares that since before Pear] 
Harbor the sports equipment maker 
has used “practically every dollar” 
of its advertising appropriation and 
nearly every inch of space to tell 
government, Army, Navy 
civilian leaders and citizens 
the importance of sports. 

The booklet is being distributed 
to a selected list and a limited 
ply is offered those who write the 
company. Attention is called in t 
advertisement to the Arch Ward 
sports preview sponsored by Wil- 
son Friday nights over the Mutua 
coast-to-coast network. 

United States Advertising Cor- 
poration, Chicago, is the Wil 
agency. 


and 


abdout 


Texas Paper Ready 
to Run Ad-Heavy 
‘Victory Edition’ 


Abilene, Tex., Nov. 24.—Whe: 
Germany surrenders, the Abile: 
Reporter-News will be ready to 
the street within a few hours of th« 
first flash with a special “Europes 
Victory Edition” carrying more t! 
5,000 inches of paid advertising 

Ranging in size from 20 inch 
to full pages, the advertisements 
already matted and ready for 
mediate casting. Each has its « 
original art work and institut 
copy. Typography throughout 
edition has been handled by J 
gars-Chiles-Stovall, Inc., Dallas 

Inquiries from more than 
newspapers to date have been 
ceived by Alton Dorsett, advert 
manager of the Reporter-N« 
Requests for proofs of the edit 
have been frequent since the mat 
rial was copyrighted and offered 
other papers on a syndication p! 
Mr. Dorsett said. 


E. C. Erickson to Rit 

Earl C. Erickson, formerly w 
Pepsodent Company, Chicago, | 
| been named assistant sales mana 
of Rit Products Corporation, C 
cago. 


THE GREATEST 
IN THE SOUTHS 


50,000 WATTS 


Nat'l Representatives: 


CBS Affiliate 


SELLING POWER 
GREATEST CITY 


CLEAR CHANNEL — 


The Katz Agency, Inc. 
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| eS 2. OR COMICS SOLVE A FAMILY CRISIS 


ISSUED NOW AND THEN BY FAWCETT PUBLICATIONS INC., 
PUBLISHERS OF THE FAMOUS FAWCETT COMICS GROUP. 


| WEY, POP, CAN WE HAVE ) CANDY! CANDY / NO, YOU AND GIVE ME THAT COMIC BOOK / fr = GET ALONG WITH YOU NOW / AND | 
| SOME MONEY FOR CAN'T HAVE ANY MONEY FOR HOW MANY TIMES DO I HAVE TO Ps DON'T MAKE SO MUCH NOISE / 
| CANDY ! I NEVER GOT ANY TELL YOU NOT TO READ THESE ¥ CAN'T YOU SEE I'M TIRED gee 
L MONEY FOR CANDY WHEN I THINGS 2 AND WANT TO REST @ j 
| CANDY BAD FOR YOU.’ GEE, POP SURE —|I- 
OU. i 
nl i> GRUMPY / La 
me | VA 
‘ 7 
ain, l 
1- ee 
lt, 
: 


PROBABLY BECAUSE HE 
NEVER HAD ANY FUN WHEN 

HE WAS A KID GOSH...HE NEVER 
ATE CANDY...OR DID ANYTHING / 


OSS 


~~ 


YOU SHOULDN'T BE 50 CROSS I KNOW, MARTHA, AND |'M HMMM... WONDER WHAT THOSE 2% HO..HO.. THIS CAPTAIN MARVEL IS A WOW / 
WITH THE CHILDREN, GEORGE. SORRY. BUT THEY KEEP KIDS SEE IN THESE MAGAZINES ll =(" I NEVER REALIZED COMIC BOOKS COULD BE 
THEY'RE YOUNG AND DON’T PESTERING ME WHEN |/M ANYWAY 2 CAPTAIN MARVEL...EH 2 SO MUCH FUN // HA!...HA ...CAPTAIN MARVEL 
MEAN ANY HARM / = WHATS THIS 2 CERTAINLY PUT IT OVER ON HIf ARCH-ENEMY 
Or, re 


MR. MIND THAT TIME / 


( AND SAY, WHAT'S THIS ADVERTISEMENT € 


pepe? |'M GOING DOWN TOWN SHOP - 
“FOR VIM, VIGOR AND VITALITY EAT CANDY 
| | | 


PING! ISTHERE ANYTHING YOU 
WANT ME TO GET 


DAILY,“ EH @ HMMM ... PERHAPS I SHOULD 
TRY SOME AT THAT. 


ment tell me they don’t know 
exactly how BIG the pass-on 
circulation is, but they’re having 
one of the big research organ- 
izations find out right now. 


are HAT’S RIGHT, folks. 

A, Lots and lots of 

; esl parents and grownups 

x = | 7 read the comics, too. 

| The people in our ad depart- 
| 


YES, GET ME SOME CANDY. 
IF yee AS GOOD AS THIS 

AD SAYS IT IS, L WANT A LOT 
OF IT/ 


But we do know that our Faw- 
cett Comics Group sells mer- 

chandise to beat the band—to 
IT SURE 


WHAT YA GAY OKAY, POP, HEAVE US iB JUG 3 Phe! both children and adults—and at 
19,P0P ! / POP, HOW 'BOUT A LONG ONE. CS Lda 3 — remarkably low costs. You see, 
adas 
. a , 
ar . £9 


x LATER... 


| | YES SIR, BOYS,NO 

| | WONDER YOU WANTEO 
TO BUY THIS CANDY- /1. 
| IT'S DELICIOUS / 


—4 eT wit uot ene when you advertise in Fawcett 

S Comics Group you pay only for 
3,000,000 circulation (A.B.C. 
guarantee) but you actually get 
4,000,000. That’s one out of 
every four copies FREE. 


Call in a Fawcett representative 
and let him show you some 
amazing results from actual 
case histories. 


(qpltiin Mawel 


MY LANO, THAT CANDY 
GEEMS TO HAVE MADE A 
NEW MAN OUT OF GEORGE / 
. FROM NOW ON LL SEE 

§Y \ THAT EACH MEMBER OF 
MY FAM/LY GETS LOTS 
OF CANDY EVERY DAY. 


LOOK, I BROUGHT Y YOU 
SOME MORE COMIC 


BOOKS, TOO / 
== at 3 
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Koppers Expands 


Koppers Company, Pittsburgh 
has purchased all physical assets of 
the Coated Products Corporation, 
Verona, Pa., and has secured all 
rights in the Plastipitch process of 
weather - proofing and corrosion - 
proofing of prefabricated metals and 
steel shapes. 


BOOKLET MAILED TO | 
EXECUTIVES ON REQUE: 


Cal. Fruit Growers 
Told of Low Cost 
of Merchandising 


Los Angeles, Nov. 23.—The com- 
bined cost of marketing and adver- 
tising lemon, orange and grapefruit 
crops for the 1942-43 season by the 
California Fruit Growers Exchange 
was only 2.56% of gross sales, it 
was revealed last week in the Ex- 
change’s annual report to members. 

Funds for the orange campaigns 
were raised by a 6c a box assess- 
ment, 1c below last season, and part 
of this was refunded. Practically 
all of the 1c a box grapefruit assess- 


ment was refunded as the demand 
far exceeded the supply. The lemon 
advertising funds came from a 12c a 
box assessment. 

Celebrating its 50th anniversary 
this year, the Exchange shipped a 
total of 85,054 cars of fruit or 75% 
of the California-Arizona produc- 
tion. This total was comprised of 
60,050 cars of oranges, 20,714 cars 
of lemons and 3,690 cars of grape- 
fruit. Paul S. Armstrong, general 
manager, said that although the 
national supply of citrus fruit set 
an all-time record, totaling 154,000,- 
000 boxes, it was insufficient during 
most of the year to meet the 
unprecedented consumer demand. 
Lemon sales exceeded any pre- 
vious year and the only factor pre- 
venting a record-breaking volume 
on oranges and grapefruit was the 
lack of fruit. 

Exchange lemon advertising dur- 
ing the year featured the health 


properties of lemons. In view of 
the consistent consumer demand for 
fruit, some phases of orange adver- 
tising were curtailed. Throughout 
the year, however, a strong con- 
sumer educational campaign was 
continued, much of which supported 
the national nutrition program. 
Largely because of government 
demand, the sale of citrus products 
manufactured by the Exchange 
Orange Products Company at On- 
tario and the Exchange Lemon 
Products Company at Corona set a 
new record. Concentrated orange 
juice constituted the majority. of 
the business, most of it being used 
in the lend-lease program and for 
our armed forces overseas. Citric 
acid, pectin and orange and lemon 
oils also showed increased sales. 
The report indicated that the 
major job for advertising in future 
years is to increase lemon sales. 
With increased purchasing power 


Can you see the entire picture? 
Who is it? Just for fun, jot it 


down on your memo pod ond 


check with the answer next time! 


Answer to preceding ad: 
THOMAS EDISON 


IS ONLY 


HALE THE PICTURE 


werwork OUTL Ep 


ou've got to buy the RIGHT time 
on the RIGHT station, for a ‘successful campaign! 


If you're considering the Baltimore market, WCBM 
is the RIGHT STATION. Here’s why: 


WCBM, BALTIMORE’S Blue Network Ouvtlet 


offers you: 


1. Complete Baltimore coverage 


a 
, § 


A profitable market 


receptive audience 


4. Economical rates 


Distinctive programming and a 


It's a perfect selling picture ... the reason so 
many of our advertisers find IT’S EASY TO SELL 


WHEN YOU BUY WCBM! 


JOHN ELMER, 
President 


GEO. H. ROEDER, 
Gen. Mgr . 


FREE & PETERS, INC. Notional Representatives 


— 


Advertising Age, November 29, 1943 


and the natural appetite for oranges, 
there was little need for “buy now” 
copy and advertising was concen. 
trated on emphasizing the nutri. 
tional benefits and maintaining the 
preference for Exchange brands, 
With lemons, however, sales have 
been much less responsive to buy- 
ing’ power and new reasons for 
using them and new uses must be 
brought home to the public, it was 
pointed out. In addition, lemon 
surpluses continue through most of 
the year. 

Indicating the loss to growers are 
figures taken from the 1940-41 re. 
port. “If lemons of salable quality 
diverted to products in that season 
could have been marketed at aver- 
age fresh fruit prices, growers 
would have received an additional 
$8,700,000 on tree,” the report said, 
To increase sale of fresh fruit, ad- 
vertising concentrated on two of the 
four most popular uses, as a laxa- 
tive and as a cold remedy. In past 
years this showed the greatest re- 
sponses, the other two—as a soft 
drink and as a food—being fairly 
well established. 


Must Hold New Users 


Orange advertising recognized the 
importance of taking advantage of 
the war situation and increased 
buying power which has brought 
lemons into thousands of new 
homes. These new users must be 
made to realize that oranges are 
essential to the diet and not merely 
a temporarily obtainable luxury, 
the Exchange said. 

The dealer service staff, through 
the draft and changes to defense 
work, was reduced from well over 
50 in previous years to 12. A 
schedule of advertising in business 
papers aided in the maintenance of 
trade contacts lost through reduc- 
tion in dealer service personnel, 
Two color motion pictures, “Fruit 
and Vegetable Merchandising” and 
“The Small Grocer Enters the 
War,” were shown to 460 jobber 
and retail groups with a total audi- 
ence of 24,000 people. Pamphlets 
were distributed to retailers to help 
them in various phases of produce 


| marketing. 


The Exchange continued its nu- 
tritional research activities, dis- 
tributing its quarterly report to 
17,600 professional people directly 
interested in the problems of better 
nutrition. In home economics and 
educational activity, more than 
550,000 sets of Sunkist food bulle- 
tins were placed with food teachers 
in this country and Canada. Edu- 
cational material reached more than 
42,000 teachers, resulting in the dis- 
tribution of more than 2,600,000 
pieces of material. Recipe booklets 
were again offered in Sunkist ad- 
vertising. 


Advertising included network 
radio, national magazines, news- 
papers, car cards and_ outdoor. 


Foote, Cone & Belding, Los Angeles, 
handles the Exchange account. 


KPRO Joins Blue 


KPRO, Riverside, Cal., has joined 
the Blue Network, bringing the 
number of Pacific Coast stations 
affiliated with the Blue to 14. 


for Teacher 
Why does the school child delight 


in a present for teacher? Not as a 


bribe. Not to placate a judge of 
conduct, But as a gesture of re- 
spectful affection. 


The school teacher fills a solid place 
of influence in her school. Her 
neighbors, too, hold her in consider- 
able respect. Her state association 
is a strong, democratic, stable trade 
organization. Its official organ is her 
"trade magazine" in which she has 
great confidence. Your message to 
her in its advertising columns will 
not go unheeded. 
Georgia C. Rawson, Manager 


STATE TEACHERS MAGAZINES, INC. 


307 N. Michigan Ave., Chicago |, Ill. 


An association of 42 state teachers magazines 


—_ 
— 


3 : : Hi : * - 3 
’ : ‘ - ee 
j es ” 
se x Be | 
icc eh 
~~ 
il a ee —<$— — 
cel BG WIE gues 
i pa any) 
a | 
WILLIAM BALSA} 
aa ; Bs * , 
. nig bbe () / 
4 P oi ahead Z 
OO arse S40 NOMIC AN * CHICACO - WHITEHALL 7819 
if ee 
Sn ant ee 
Rete: 
En een : ] nag nage ih ‘ . ~ ee an ae ae i he me “ae 
on 7? ee ae 
, Be. 1 * a Bao i ae & a 
pt a. a 7 ae ie 
ate ne ‘af a a * ne Oe a 
Fy a a ‘ oi ae ee 
ie age : ye ek (ais 
era. ae * Sie aaa 
oo is a Sa i 
oe 4 q » a ee. < 
; pe j eN £ 
; 4 fh 
: “te - 
— | ts, Se Biases 
ies e che 4 : » 4 ae iit ae | 
a + é ee “ . ul * » fs - 2 ‘ae aie atc. 
3 aR ts Z r c ‘ on a Z ape a “Hage ’ ‘ Inte F 
i = Sus ed c te ~~ ZZ ne aaa” i ¥ « “aa 4 
ae, — te kee tn "s 
fe ae A 2 wile oe aa 
DERE PST ana sci ¥ ye EF ye gee : —< oh 
oF aes es » a % —— i ee ees 
: oe ma ae Ae E c ee - 
sae lg Ath | A ae. ry ‘ a ‘ aah 
=. Pio 2 oe 4 Mee 
; i aa, | tat a it pe et 
= ea me es toy "Phy, F - a x © 4 ia " % rae ay 
% fe Ps” Sig ” ES See : A ae, 
a Sera a fe x am sey Bee : ae 5 oF 
ac ee Spee Pa ay z tiga cet, % 4 4 Mf : Aig E 
a 2 rr — . = othe - ee ae ” a 
= ae ie a 4 Tx s ws? J % sped oak 
ey Be Bi: —- < - i Ie AAG 
ag Ba a sd Ei Sere BA. fb Be se 
ae et y  -~ y Pe < t 
; > © eee mi. Be i See - 2 
4 4 id ms a i ‘ j om = ees 
“oa ae FE ee j oa 
a —  - A % 
ie anes 4 he , a 4g, ‘ 
 —— ‘7 : 2 SRE aa t 
ee eo; / “a y We ee f - ad 
i pete 1 ee a nie age ee tes 
aD ie en. : * . : 
i ; Se he ae a . me 
ei : = r2: a ss noe * ie 2s ian ‘ ee x 4 i a 
P28 ee. | . 4 3 
aig es a _ 
Se. 5 CE es : ; 
ae lal ae. a i : Bee 
i. WO tee | 5 
> iy Ca gle a 
cgi gee ry ect cae “i — . = d 
il ieee ‘ r = 
cee c “e Pp 
ee eee —o ee | a le 
aa ae a S 2 ee : x tiny 7 
‘ a 7 Nal __ 
vail + ose ace 4 i = 
Posies - ~ 
Rea a pee Mane A : e a8 Sp ok 
an r Le ye mS ve . 
i PS ) 
; , ) 
¥ 4 
. ee 
% ee : A hg 
: ay ae ee : , Miler, me ei ; me ae a cae. <= . vend Pe « * =. : << - a vee - 5 °oven fet ie = 


Back in January, 1940, the new 6-million-dollar paper mill at Lufkin, 
Texas, went into the first commercial production of newsprint 
processed from East Texas pine trees. The capacity of the mill is 
60,000 tons a year, not enough to supply newsprint to all Texas news- 
papers—but a whale of a good start . . . and, currently, a mighty 
valuable factor in the Wartime newsprint supply situation. 


Recarb ess of future Canadian output of newsprint, 


Texas and Southern newspapers will continue to roll off the presses. For it has 


been successfully demonstrated in East Texas that the South has the raw mate- 


rials, the enterprise and the markets for a great new industry—an industry that has 


created a new “cash crop” for Southern farmers—pulpwood. 


In this day of shortages, the market importance of South- 


It’s an Application of 
CHEMURGY 


Chemurgy, the adaptation 
of crops and natural re- 
sources to industrial uses 
through chemical proc- 
esses, has been given un- 
limited sponsorship by 
The News for many years. 


Its Agricultural Editor, 
Victor H. Schoffelmayer, 
is the recognized Texas 
pioneer in this movement 
which, although in its in- 
fancy, has already enabled 
Texas to make prodigious 
contributions to the War 
effort. 


ern newsprint is intensified; in the postwar world, it will 
be a staple American product—a major contribution to 
the wealth and welfare of the entire country. The all 
important beginning has been made. This newsprint 


mill will not be the last! 


The Dallas News is proud to have had a part, along with 
fellow newspapers, in this enterprise . . . in long-stand- 
ing advocacy of chemurgy in Texas... in financial back- 
ing of an undertaking at a time when the “newsprint- 


from-Southern-pine trees” idea was scarcely out of the 


research laboratory. 


alternate copy 
ie of The Dallas News is 
now printed on East 
Texas paper i 


60 Fortresses Lost in Raid on Schiceinfurt 


a he Dallas Morning News <= 


60 Fortresses Lost in Raid on Schweinfurt 


<==} Ghe Ballas Mormng a Xriws a 
60 Fortresses Lost in Raid on Schweinfurt 


(<== Ghe Gallas Morning News =a 
- . om DS a alles 4 
60 Fortresses Lost in Raid on Schweinture, 


60 Fortresses Lost in Raid on Schiweinfurt 


— Zhe Dallas Morning News <=) 
60 Fortresses Lost in Raid on Schweinfurt 


Cette 


_c) Oye Ballas Morning News =| 


' 60 Fortreases Lost in Raid on Schweinfurt 


60 Fortresses Lost in Raid on Schweinfurt 


(===) Whe Ballas Morning 


Ty 


60 Fortresses Lost in Raid on § 


[—=~) She Ballas Morning Kews . 

ame a Sve = Te re 

60 Fortresses Lost in Raid on Setuw 

J olfurne ( Pessting Base |.nap 4 

Firmip Pieedin tee tem 

Heavy Night Drive ™ 
“yal 


Readers of The Dallas News who have followed in its columns the amazing beginning and devel- 


opment of the infant newsprint industry, are also kept consistently informed on the current resur- 


gence and future possibilities of the iron (and steel—we hope!) industry of East Texas . . . and on 


all movements for processing the State’s abundant raw materials. 


Affiliates: Radio sco" Gh e Dall 4 $ 


WFAA and KGKO 
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The Third-Class Rate Increase 


While those closest to the Wash- 
ington legislative situation say that 
the chances are that the new reve- 
nue bill will not carry the 100% 
increase in third-class rates of 
postage which has been proposed 
by the ways and means committee 
of the House, we think that adver- 
tisers should continue to be inter- 
ested in the situation and to make 
whatever representations are neces- 
sary to assure the defeat of the 
proposal. 

It is noteworthy that the Post 
Office Department has not recom- 
mended this legislation and in fact 
is opposed to establishing rates on 
the basis of raising revenue. The 
postal service has never been re- 
garded as a source of revenue for 
the government, but as a service to 
the public, to be supplied at the 
lowest possible rates, This is good 
policy from the standpoint of in- 
creasing the volume of business and 
maintaining the greatest possible 
efficiency, and arbitrary increases in 
rates, without considering their 
probable effect, are not only highly 
unscientific but actually capable of 
causing great damage to the Post 
Office. 

It has been found that advertising 
of all kinds is responsible for a 
large part of the postal revenues. 
People who read and answer ads, 
whether published in newspapers 
and magazines or sent by mail, con- 
tribute to the receipts from first- 
class mail, which has always been 
considered as the most profitable 
branch of the service. When tax 
rates on third-class mail are raised, 


the effect usually is to discourage 
that particular kind of mail and thus 
reduce the response that makes for 
profitable Post Office business. 

If third-class rates were doubled, 
it is probable that some advertisers 
would reduce their mailings and use 
some other form of promotion. Thus 
the immediate objective of the in- 
crease, that of obtaining more 
revenue for the government, in all 
likelihood would be defeated. 
Advertising is sensitive to increased 
costs, especially when conditions 
are normal and commercial promo- 
tions must show an _ immediate 
profit, and hence such a violent 
change in rates as has been pro- 
posed would certainly have the 
effect of reducing the use of third- 
class mailings by advertisers. Other 
methods would be found to carry 
on the promotion. 

The Post Office is now engaged 
in making an accurate study of 
costs, to determine whether adjust- 
ments in rates should be made to 
bring about an equitable distribu- 
tion of costs. Neither publishers 
nor advertisers are asking for a 
subsidy through the use of the 
postal service at rates less than cost, 
but the Post Office is not prepared 
to say what if any changes should 
be made so that every branch of 
the service would pay its proper 
share of the cost. 

Until it completes its study and 
makes recommendations, doubling 
the third class rates must be con- 
sidered an unsound approach to a 
very delicate problem of postal 
policy. 


The Bankhead Bill 


The enactment of the Bankhead 
bill into law now seems to be 
almost a certainty, since it has been 
passed by the Senate and is ex- 
pected to have clear sailing in the 
House. Thus anything we say about 
the bill now is offered simply as an 
expression of opinion, rather than in 
the hope that it will have any effect 
on the legislation. 

First of all, we believe it should 
be a matter of regret to every 
advertiser and every media execu- 
tive to realize that advertising 
expenditures by the government 
have been the subject of political 
pressure from a single interested 
group of media. This is about as 
unhealthy a situation for advertis- 
ing and its purveyors to be placed 
in as it would be possible to devise. 
The expenditure of government 
money for the benefit of a particu- 
lar group of advertising media, 
obtained through putting political 
pressure on members of Congress, 
becomes a subsidy of a particularly 
undesirable character. 


That the proposal was fought by 
many representative groups in the 


newspaper field is incidental, we 
think, to the main proposition that 
a dangerous precedent has been 
established. Advertising media in 
effect have received an invitation 
to do some political log-rolling 
when and if they desire to obtain 
government funds for the -use of 
their services. Advertising has too 
important a function in the national 
economy to have its use by govern- 
ment determined by political con- 
siderations. 

It is also incidental that the 
actual figures show that the pub- 
lications which complained of not 
receiving revenue from war bond 
advertising have been found to 
have had a large volume of this 
copy, and that 90% of it, according 
to authoritative Treasury figures, 
was sponsored by advertisers. 

The whole process of obtaining 
government appropriations for ad- 
vertising on a basis unrelated to the 
needs of the government, and in 
spite of recorded apposition by the 
Treasury Department, introduces a 
new and dangerous element. In our 
opinion it is a black eye for adver- 
tising and for advertising media. 


THE DOGGONDEST THINGS 


HAPPEN THESE DAYS 


The Saturday Evening 
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"My! Has he come up! | remember when he used to make the deliveries." 


Ad-libbing 


Cajolery 

Scout I. G. thinks it no more than 
poetic justice that Listerine, which 
took the word insidious out of the 
close confinement of the dictionary 
and turned it into a sinister sales- 
producer, should itself stub its ad- 
vertising toe on a much more 
common word. Ina full-page adver- 
tisement in Drug Topics last week, 
Listerine asked, “What’s back of the 
big rush of calls for Listerine shav- 
ing cream?”, and presented this 
answer: “An advertising appeal so 
downright honest that men by mil- 
lions are being impressed, cajoled 
and sold!” 

Scout I. G. doesn’t think that 
cajolery and downright honesty 
make very logical bedfellows, inas- 
much as his edition of Webster’s 
defines cajole thus: ‘To impose on 
or dupe by flattering speech, delu- 
sive promises, or the like, as, cajole 
one out of or into something.” 

Sometimes even your best friends 
won’t tell you when you use a word 
incorrectly. That’s the _ insidious 
thing about halitosis of the vocabu- 
lary. 


How Gas Collections Go 


Dr. Edna Trull of Dun & Brad- 
street has analyzed gasoline tax 
collection trends for 47 states (Indi- 
ana missing) for the first six months 
of 1943, compared with the same 
period of 1941, and finds that the 
1943 median was 73.2% of the 1941 
figures. Hardest hit of the states 
was New York, down to 53.9% of 
1941 taxes, with New Jersey next 
in line with 57.9%. Others with 
less than 60% of 1941 revenue were 
Rhode Island, Florida, New Hamp- 
shire and North Dakota. 

At the other end of the scale, 
South Dakota and Utah are still 
collecting more than 95% of 1941 
revenue from this source, while 
Oklahoma, Tennessee, Minnesota, 
Nebraska, Nevada and Alabama all 
rate better than 80%. Texas is 
78.3%, Pennsylvania 75.9%, Massa- 
chusetts 75.4%, California 73.1%, 
Illinois 67.5%. 


Coming Events... 


It will take the most intelligent 
statesmanship on the part of all of 
us to prevent a resurgence of all the 
depression controls which plagued 
the country during the early 30’s, 
and which are still with us in abun- 
dance. Members of the American 
Marketing Association were warned 
at their meeting in Cleveland this 
month that more, rather than less, 
state and federal regulation of the 
“fair trade” and “unfair price” sort 
can be expected after the war; the 
state of Michigan is already turning 
its advertising funds to a “Buy 
Michigan” drive instead of the con- 
ventional product promotion, pre- 
senting as the reason for this change 
the insidious idea that it is patriotic 
now to purchase home-produced 
products, and thus ease the load on 
transportation; and it may be taken 
for granted that when the war ends, 


restrictions on the free movement 
of population from state to state, as 
was the case in California, will be 
more widely visible than ever be- 
fore. 

It is the unpalatable but never- 
theless irrefutable truth that even 
those of us who shout most loudly 
for a “return to free enterprise” are 
frequently guilty of demands for the 
application of one brake or another 
on the free enterprise system. There 
are compensations, as every dictator 
and every politician knows, for the 
surrender of individual freedom of 
action; and if a substantial number 
of us are willing to accept such 
compensations when they give us a 
temporary advantage over other 
segments of the population, “free 
enterprise” is a lost cause indeed. 

Freedom of enterprise, like any 
other kind of freedom, is indivisible. 
It must apply, if it is to apply at 
all, to every segment of the popu- 
lation, and to every point of the 
compass. 


Jottings 

The Advertising Club of Syracuse 
is helping step up Wac enlistments 
in its locality by donating a gold 
weatherproof service watch to every 
fiftieth Wac enlisting through the 
Syracuse recruiting office. . . 

It’s been a long time since we’ve 
been as favorably impressed with 
any employe publication as we have 
with the simple booklet developed 
by the personnel department of 
W. T. Grant Company. The little 
booklet is planographed in green, 
and is as simple and unpretentious 
as you’ve ever seen. A line draw- 
ing and a couple of words of text 
occupy each of 44 vestpocket-size 
pages. There’s no preaching, no 
letter from the president, no pom- 
posity; just the message that “It’s 
Fun to Work at Grant’s,” imple- 
mented by the sketches and text 
which tell the simple things a sales- 
girl can do to save her feet and her 
temper and make more sales more 
easily. .. 

National Safety Council is intro- 
ducing the “Axees,” five cartoon- 
character gremlins of accidents. 
They are Sly, who causes falls; 
Pyro, who starts fires; Elec, who 
deals in electrical shocks; Zany, the 
screwball horseplay kid; and Blinky, 
the lazy, put-it-off dope. Free mats, 
if you want them, from the Coun- 
cil, at 20 N. Wacker Dr., Chicago 6. 

New York’s swank niteries are 
reported up in arms over the cur- 
rent NBC-WEAF “660” ads in local 
prints, especially the one that says 
“$6.60 is peanuts on 52nd St., but 
660 on your dial gives you a wealth 
of free fun.” Such cracks as, “For 
$6.60, you'll just about be able to 
pay the cab fares and the hat-check 
girl, let alone the check,” stirred 
deep annoyance in the breasts of 
the nite-spot owners. One might 
get the impression that the 52nd St. 
rompers’ roosts are expensive, they 
say... 


Advertising Age, November 29, 1943 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 2251. Packaging and Handling 
of Air Cargo. 

Railway Express Agency has 
issued this booklet, which contains 
a reprint of an article by C. G, 
Peterson, chief engineer of the com- 
pany. It deals with the background 
and development of air cargo, pro- 
viding tables showing air express 
use by commodity groups; direction 
of flow, by typical states; a descrip- 
tion of packaging developments and 
suggestions for postwar handling of 
air cargo. 


No. 2252. The Light Metals. 


Business Week, in this special re- 
port to executives, one of its series, 
subtitles the study “A wartime 
reconnaissance of their postwar 
position,” and analyzes the job, 
methods, markets, problems and 
organization of the light metal in- 
dustries to evaluate trends now visi- 
ble in these industries in terms of 
their future usefulness in peace- 
time. 


No. 2253. The 1943 Radio Audi- 
ence Survey. 

Station WHO has issued the sixth 
annual study of radio listening 
habits in Iowa, conducted by Dr. 
F. H. Whan of the University of 
Wichita. The analysis, containing 
county maps, and brightened up 
with pictographs, covers station 
preferences; the effects of gas ra- 
tioning on hours spent in the home 
and on radio listening; the condi- 
tion of battery sets in farm homes; 
preferred program material and 
other information about habits and 
preferences. 


No. 2254. Postwar 
Building. 

The first year of postwar mod- 
ernization is expected to triple the 
last prewar year, according to this 
report issued by Chain Store Age, 
and based on a recent survey by the 
publication. The booklet contains 
a summary of major chain store 
fields, and a marketing map which 
shows distribution of chain store 
headquarters in 30 leading cities 
and the number of stores operated 
by these chains. 


No. 2227. Leadership in Reader- 
ship. 


Starting its third year with a cir- 
culation in two million homes in 15 
markets, Parade has issued this 
brochure, which reports on its fam- 
ily readership position and explains 
the gains accomplished. Full of 
illustrations with figures indicating 
reader traffic as measured in an 
L. M. Clark survey, the brochure 
also includes a list of advertisers 
who have used Parade. 

No. 2142. It Just Grows and Grows. 

The Star Weekly, Toronto, has 
issued this circulation analysis by 
provinces, major city markets, and 
in cities of 10,000 to 25,000, showing 
total families, English families, cir- 
culation and per cent of coverage of 
English - speaking families in the 
Dominion. 


No. 2229. Targets for an Editor. 
The Saturday Evening Post has 
issued this report on editorial prog- 
ress based on every-other-week 
readership surveys conducted since 
1941 by the Curtis Public Opinion 
Division. The report uses the “edi- 
torial hit” as a yardstick, which is 
described as a story or article com- 
pletely read by a number exceeding 
a standard established by the Post 
in 1941. The new report, which 
follows last February’s outlining 
changes planned by Ben Hibbs 
when he became editor, shows per- 
centage gains in the number of new 


Chain Store 


editorial hits in the new Post. 
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The University with 130,000,000 Students 


his 
m- 
of DEFINITE cultural factor in the lives of 130,000,000 English professors, dramatic directors, professors of law, 
~ A people, N BC has enough ex-professors and instructors teachers, scholars, foreign editors—men and women who 
- . on its staff to stock a good medium-sized university. have lived and worked with and mastered their subjects. 
; In all, there are 682 pieces of sheepskin hanging around 
v6. For instance, the director of our Public Service Depart- NBC—286 of them honorary degrees! 
~ ment is a former president of one of the world’s greatest 
~ | universities. Our director of the Music Division taught at This is the “faculty ” of NBC. Thisis the caliber of the 
- a great musical institute and was a famous music critic for people who guide its work, create its policies, shape its future. 
he many years. Our director of News and Special Events was A highly trained, imaginative personnel, a body of ex- 
| editor and managing director of a great press service. Our perienced experts, a group of people—from president to 
as vice-president in charge of International Relations has office boy—who are devoted to the task of making broad- 
. visited and/or lived in 54 countries. Our director of the casting better, richer, more adult and more effective | 
- budget was professor of Management at a large university throughout—these are among the things that make NBC 
ii- —and so it goes down the line—librarians of Congress, “The Network Most People Listen to Most.” 
is 
n- 
~ 7 
’ 
: = The National Broadcasting € 
; = fe — !he National Broadcasting Gompany 
ow 


America’s No. 1 Network—A SERVICE OF RADIO CORPORATION OF AMERICA nee 
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Dining Table Uses 
for ‘Good Luck’ 
Emphasized in Ads 


Margarine in Tasty 
Dishes Featured in 
Expanded Campaign 


(Picture on Page 55) 

Chicago, Nov. 18.—Wartime 
changes in the eating habits of mil- 
lions of Americags have given new 
opportunity to margarine. “Forced 
sampling,” due to shortages of but- 
ter and its high price both in money 
and ration points, has introduced 
the product to many who had never 
before tried it. As a result, mar- 
garine is now occupying an impor- 
tant place on the dining tables of 
many consumers who previously 
had employed it not at all, or only 
as a cooking ingredient. 

Current advertising of Good Luck 
margarine, produced by the John 
F, Jelke Company, one of the oldest 
and largest manufacturers in this 
field, is slanted toward this new and 
important position of margarine, by 
featuring appetizing dishes which 
are made more attractive with mar- 
garine. Full-color posters, showing 
foods served on the dinner table, 
are being used to point up the 
greater acceptance which margarine 
is now winning with millions of 
new customers, many of whom, it 
is believed, will continue to use it 
after wartime stringencies are his- 


Margarine sales in 1944 will 
approximate 600,000,000 pounds, the 
greatest on record, trade authorities 
report. This compares with an 
average prewar consumption of 
from 300,000,000 to 400,000,000 
pounds. Likewise, the sales figure 
is impressive when compared with 
normal butter consumption of about 
1,600,000,000 pounds a year. 

But while margarine has made 
remarkable progress in winning 
consumer markets in the face of 
serious handicaps, including high 
taxes on manufacturers, distributors 
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SPOT-TY 
BUSINESS IS 
THE KIND THAT 
PAYS 
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and dealers, nutrition experts state 
that total consumption of fats in 
this country, including both butter 
and margarine, is not nearly what 
it should be, from the standpoint 
of their proper place in the Ameri- 
can diet. 

“There is no reason why con- 
sumption of both butter and mar- 
garine ‘should not be _s in- 
creased,” said James . Elliott, 
Jelke president, in discussing the 
merchandising opportunities of the 
industry. “Many Americans do not 
realize that European countries nor- 
mally consume far more fats, on a 
per capita basis, than do we. Since 
fats provide many of the fortifying 
elements which build resistance to 
disease and increase energy, it 
would be a valuable thing if the 
diet of the consumer in this country 
contained more margarine, butter 
and similar products. 

“Many consumers do not know,” 
he continued, “that the quality of 
margarine has been greatly im- 
proved in recent years. The greater 
emphasis given to vegetable oils in 
the manufacture of our product has 
resulted in greater uniformity and 
improved palatability. Likewise, 
the keeping qualities have been 
markedly improved. Thus the con- 
sumer who may have tried mar- 
garine a number of years ago is 
usually delighted to find that today’s 
product is definitely better than it 
ever was before. 

“For that reason we believe that 
the broadened market for margar- 
ine which has been created by war 


Se es. 


conditions will be retained in large 
measure after the present situation 
changes and we are back on a nor- 
mal basis of supply. Many people 
will find that the ‘guest quality’ of 
margarine, an effective promotion 
term used by one of the leading 
margarine producers, is so high that 
they will want to continue to use 
it permanently. 


Must Maintain Quality 


“This imposes on the industry the 
responsibility for maintaining qual- 
ity, and seeing to it that the con- 
sumer is never disappointed in the 
product. We are confident that if 
the industry maintains the goodness 
of margarine, it will have no diffi- 
culty in retaining the strong hold 
which it has won with many mil- 
lions of consumers during this 


riod. 

Good Luck margarine is being ad- 
vertised on an expanded basis as 
the result of the increased demand 
and output which the company has 
experienced. This means that in 
addition to 24-sheet posters, which 
appear in 197 principal markets east 
of the Rocky Mountains, it is also 
using car cards and spot radio in 
leading markets. Continued em- 
phasis on store displays has given 
the product prominence at the point 
of purchase in an increasing num- 
ber of retail outlets. 

“We have ‘localized’ our ‘national’ 
advertising consistently for a num- 
ber of reasons,” said J. E. Coombes, 
advertising manager, a former Proc- 
ter & Gamble executive. “The fact 


EXPLAINS SHORTAGE 


hee ce 


In trade publications serving grocers, 
chain stores and supermarkets, John F. 
Jelke Co., Chicago, next month will ex- 
plain that heavy public demand accounts 
in part for shortages of Good Luck mar- 
garine, but that quality will be main- 
tained and the 


supply distributed 
equitably to dealers. 


that Good Luck margarine is not 
sold on the West Coast, plus the dis- 
tribution voids in certain anti-mar- 


ea 
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garine states, make the present use 
of national magazines inadvisable, 
On the other hand, we believe that 
a food product benefits from pres- 
entation in full color, and prefer- 
ably with an illustration showing an 
attractive and appetizing use. There- 
fore, by using 24-sheet posters we 
are able to be as selective as neces- 
sary in the location of our adver- 
tising displays, while the colorful 
reproduction of dishes in which 
Good Luck margarine is featured 
provides a basic appeal which we 
have found very valuable.” 


Same Designs Are Used 


An interesting feature of the 
company’s advertising is that the 
same designs are used in poster, car 
card and store displays. The tie-up 
among these different forms of pro- 
motion is regarded as a definite ad- 
vantage, and at the same time 
production problems are simplified, 
While posters used as car oards and 
store displays frequently carry more 
detailed information than appears 
on outdoor panels, the designs are 
all based on the same illustrations 
and thus have an opportunity to de- 
velop a strong sense of familiarity 
on the part of the housewife. 

The matter of flexibility of adver- 
tising is more important in the 
margarine field than in most others, 
because some markets are effec- 
tively closed to the product through 
tax measures. Wisconsin, for in- 
stance, an important dairy state, has 
imposed such a high license fee on 


dealers that the product is not sold 


FIRST 


PLUMBING, HEATING 
AND AIR CONDITIONING INDUSTRY! 


For the third time, DOMESTIC ENGINEERING has been victorious in winning 
high honors in the annual competition among the Nation’s leading business papers. 
The editorial program upon which this award was based was in connection with 
one of DOMESTIC ENGINEERING’s many contributions to the war effort. 


In receiving this first award, DOMESTIC ENGINEERING Publications have added 
one more “first” to an ever-growing list of “firsts” in the plumbing, heating and air 7 
conditioning industry. Once again the DOMESTIC ENGINEERING organization has 


1942 


IN THE 


1943 


The Plumbing and 
Heating Industry has estab- 
lished an enviable record of 
achievement in aiding the 
war effort. Sanitation and 
heating comfort on the home 
front, as well as in the camps 
and factories, have been 
great factors in making pos- 
sible our country’s record- 
shattering and Axis-smash- 
ing accomplishments. The 
importance of plumbing and 
heating in our further efforts 
until victory is won and its 
continuing importance in the 
peace to come must not be 
obscured. DOMESTIC ENGI- 
NEERING is the only publi- 
cation in the plumbing and 
» heating industry which is 
= aggressively leading the 
", movement to establish the 
> over-shadowing importance 


demonstrated its capacity and determination to serve the Nation as well as its 7 
industry, both in the war era and in the peace to come. \ 


“y 


of plumbing and heating im 
© relation to other industries 
", now making, or about 10 
= make, claims for critical 


materials. 
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through retail stores. Demand is 
so strong, however, that the com- 
pany carries on a substantial mail- 
order business, without promotion 
of any kind, shipping margarine in 
3-pound lots to individual customers 
in Wisconsin. 

The current fight in Washington 
over federal taxation of the manu- 
facture and sale of margarine may 
result in some of the barriers being 
lowered, though local and state tax 
laws would have to be changed in 
many places before margarine could 
be advertised and sold on a truly 
national basis. 


Radio in Key Markets 


The addition of radio to the list 
of media employed by Jelke has 
given the company strong represen- 
tation in a number of key markets. 
Both news and home economics 
programs are used, the company 
following the plan of purchasing 
15-minute programs which have 
established audiences. This is re- 
garded as a more satisfactory 
method of spot broadcasting than 
attempting to build a new program 
from scratch and sending it out via 
transcriptions. 

Trade promotion, in addition to 
intensive effort in the development 
of store displays, includes full pages 
in a list of dealer publications. In 
addition, a specialized campaign is 
running in home economics publica- 
tions, pointing out the nutritive 
dualities of margarine and the place 
which it should logically have in the 


diet. 2 


An interesting sidelight on the 
future of margarine is provided by 
the fact that a considerable part of 
Jelke’s current output is going to 
the armed forces. This is in the 
form of a combination of butter and 
some other elements needed to 
bring the melting point several de- 
grees higher, thus enabling the 
product to be used successfully in 
hot climates. The reports which 
have been received from fighting 
men indicate that they like the 
product, and this may have some 
interesting effects when they return 
home. They may decide that after 
all it is not necessary to purchase 
a 100% dairy product in order to 
have a palatable spread for bread, 
and that consequently there is no 
reason why restrictions should be 
placed on the sale of any vegetable 
preparation of this kind. 

In the meantime, Jelke is con- 
tinuing to tell its story to more and 
more people and to serve more and 
more consumers, so that it feels that 
its future market potential is being 
increased steadily and substantially. 

Jelke advertising is prepared and 
placed by the Chicago office of 
Young & Rubicam, Inc. 


Ends Rubber Restrictions 


Canada has removed all restric- 
tions on the advertising and display 
of rubber or articles made in whole 
or in part from rubber, although 
manufacturers are asked not to 
mention synthetic rubber or any of 
its types by name in company ad- 
vertising. 


Brazil Cotfee 
Pushes New Crop 
in Newspaper Ads 


New York, Nov. 23.—The Na- 
tjonal Coffee Department of Brazil 
last week placed 216-line copy in 
216 newspapers, including dailies 
and weeklies, in markets through- 
out the country, to announce that 
a new crop of Brazilian coffee has 
been harvested and that steps have 
already- been taken to make this 


crop. immediately available to 
American importers. 
Captioned “A Message About 


Coffee,” the advertisement appeared 
in New York and Washington news- 
papers Nov. 16 and in all others 
Nov. 18. Copy, addressed to the 
coffee trade and consumers of 
America, in addition to pointing out 
that the crop is one of the finest in 
quality ever produced in Brazil, 
says that the utmost is being done 
to permit buyers to make up their 
shipments without delays. 

Continuing, the advertisement 
says that Brazil is now able to sup- 
ply increasing demands on the part 
of the American consumer and is 
also in a position to permit custom- 
ers either to increase the percentage 
of Brazils in their blends or to 
maintain a high standard of quality 
in Straight Brazil or Straight Santos 
brands. 

Further schedules are being con- 
templated, according to Grant & 


Wadsworth, New York, agency for 
the account. 


Dubonnet Switches to MBS 


Dubonnet Corporation, Lodi, Cal., 
which began sponsorship of “Your 
Dubonnet Date,” featuring Xavier 
Cugat and his orchestra over 80 sta- 
tions of the Blue Network on Sept. 
4, and aired on a Saturday morning 
spot, will switch the program to 
more than 60 stations of Mutual, 
effective Dec. 1. The program will 
be heard Wednesdays from 8:30 to 9 
p. m., EWT, while Pacific Coast lis- 
teners will hear the show Thurs- 
days at 10 p. m., PWT. William H. 
Weintraub Company, New York, is 
the agency. 


Launches New Show 


Lewis Howe Company, St. Louis, 
will sponsor “Let’s Be Charming’ 
on more than 190 stations of the 
Mutual network, starting Dec. 2. 
Heard in behalf of Tums and NR 
tablets, the musical program will be 
aired Thursdays from 1:30 to 2 
p. m., EWT, and will feature Julia 
Sanderson, who will give beauty 
hints gathered from her experiences 
in show business. Roche, Williams 
& Cunnyngham, Chicago, is the 
agency. 


To American Airlines 
T. W. Macdonald, director of pub- 


‘lic relations, Republic Aviation Cor- 


poration, New York, has resigned to 
join American Airlines, Inc. 


More Important Fue. Conservation News! 


The War Production Board has just allocated 
materials for the immediate manufacture of the 


following: 


600,000 domestic type barometric dampers; 
15,000 commercial type barometric dampers; 
5,000 sets of commercial type outside-inside 

thermostats, motor linkages, valves, relays 


and transformers; 
15,000 commercial type inside 


tor linkages, valves, relays and transformers. 
This development, plus recent relaxation of 
Priority restrictions on fuel conservation equip- 
ment, plus the assurance that additional mate- 
rials will be made available through 1944, 
Promises the heating industry a continuing and 
increasing opportunity to serve America through 


the conservation of fuels. 


bid be 
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the industry it serves. 


thermostats, mo- 
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This is, exactly, the objective of DOMESTIC EN- 
GINEERING’S fuel conservation campaign .. . 
DOMESTIC ENGINEERING is naturally gratified 
that the recognition received for this program in 
the editorial competition indicated at the left is 
paralleled by an important overall recognition for 


Manufacturers and the war effort will continue 
to be benefitted by the DOMESTIC ENGINEERING 
programs now being carried on for the plumbing 
and heating industry. For complete details on 
how manufacturers can cooperate and benefit, 
write DOMESTIC ENGINEERING PUBLICATIONS, 
1900 Prairie Avenue, Chicago 16, Illinois. 


-e.and 
81 Newspapers, too! 


Rural Minnesota sees as well 
as hears what Harry Aspleaf, 
KSTP’s Farm Service Director, 
has to say. 


No—we're not televising yet, 
but, in addition to broadcasting 
18 popular programs weekly, 
Harry writes a by-lined column, 
“On the Minnesota Farm 
Front.” And despite space lim- 
itations, 81 papers publish 
Harry’s column each week, win- 
ning hosts of new friends and 
keeping old ones sold on KSTP 
and its Farm Service Director — 
the northwest’s outstanding 
radio agriculturalist. 


This is just one more way in 
which KSTP is constantly culti- 
vating and enlarging its import- 
ant rural audience. Other fea- 
tures of our current promotional 
campaign are: 


1, Big ads in The Farmer (Minne- 
sota circulation, 147,000). 


2. Full-page ads in Land O’Lakes 
News, reaching 65,000 Minne- 
sota farmers. 


3. Audience-building ads in 344 
rural newspapers. 


4, Personal appearances of 
KSTP’s Barn Dance group in 
Minnesota towns. 


5, “Around Radio Row” (radio 
news-and-gossip column) pub- 
lished weekly by 70 country 
newspapers. 


Sales-wise promotion like this 
adds an important plus to KSTP’s 
effective and economical coverage 
of the rich Twin Cities Market. 
Let KSTP do the dig selling job 
for you in Minnesota. 


50,000 WATTS... 


Clear Channel 


Exclusive NBC Affiliate for 
the Twin Cities 


Represented nationally by 
Edward Petry & Company 
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Sumner Agency Moves 
G. Lynn Sumner Company, New 


New England 


York, has moved to larger quarters Jrged to Increase 


Its Advertising 


Boston, Nov. 23.—New England’s 
business men and “boosting” or- 
ganizations were warned last week 
by Arthur Sherrill, new public 
relations director of Young & Rubi- 
‘|cam, New York, to spend money, 
plenty of money, if they expect to 
keep their resort business after the 
war. 

To the second war conference 
conducted last week by the New 
England Council, since 1925 the in- 
strument of New England’s com- 
bined business, recreation and agri- 
cultural organizations to promote 
the region, Mr. Sherrill sketched the 
possibility that helicopter drivers 


STANDARD 


STUDIOS INC. 
540 N. MICHIGAN AVE. + CHICAGO 


and airline passengers will skip 
New England entirely for quick 
vacations elsewhere and recom- 
mended: 

“1. We’re going to have to step 
up our advertising to a point where 
we are on a competitive basis with 
other communities; 

“2. We’re going to have to im; 
prove and modernize our product; 

“3. We're going to have to sell 
our own New Englanders on the 
value of the sunshine vitamin of 
friendliness.” 

Between Thursday at 12:15, start- 
ing with the crab tartlets, and Fri- 
day at 2:30 when the pink and 
white sherbet had been laid away, 
1,200 leaders of New England enter- 
prise, representatives of all types 
of trade and community organiza- 
tions, heard 46 speeches. Both in 
group sessions, such as the meeting 


on recreation industry’s prospects at 


which Mr. Sherrill spoke, and in| ton. 


general sessions, top-drawer gov- 
ernment officials and business men 
talked on manpower, food supply, 
economic planning, war contract 
prospects and American foreign 
policy. 

Reading advertisements to show 
that other sections are alive to the 
importance of the postwar travel 
dollar, Mr. Sherrill prodded the 
New England business men with a 
declaration that Boston can become 
the true “Hub of the Universe.” 

“The Great Circle route between 
the New World and the Old World 
is not through Pennsylvania or 
Michigan or Florida or California 
or New York, it’s through New 
England,” he said. “The logical 
place for the greatest airport in 
America, the airport that will feed 
all travel to and from England and 
the continent is right here in Bos- 


THE CORRECT FIGGERISH IN CRAPS 


On first roll: Against passing: 
35 to 1 against double numbers 6 to 5 against 6 or 8 
17 to 1 against 11 3 to 2 against 5 or 9 


11 to 1 against 4 or 10 

8 to 1 against 5 or 9 

8 to 1 against crap (2, 3, 12) 
5 to 1 against 7 


2 to 1 against 4 or 10 
8 to 1 against double 2 or 5 
10 to 1 against double 3 or 4 


El NN 


OU won’t find figgerish in the dictionary. But 


the plates are shipped, but only when the ads are 
pulling their individual heads off. 


This kind of agency knows — because it must know 


— how to put advertising 


figgerish into a client’s 


campaign. 


And it is significant that today, this kind of agency 
is on the rise. Those agencies which do not consider 
advertising figgerish important—which still believe 
that Harvard Awards and Best-Ad-of-the-Year 
medals are the standard of excellence—are beginning 


to get a little mellow. 


any professional wise-money gambler will tell 


you its meaning. 


Figgerish means odds. Hidden percentages. When 
a card-mechanic asks, ‘““What’s the figgerish?” he’s 
saying in trade-talk, ‘““What are the odds?” 


A gambler who doesn’t 


know, in advance, the fig- 


gerish of the game he’s sitting in is throwing his 
money away. Or at best, he’s taking one devil of a 
chance. And smart gamblers don’t take chances. 


Instead, they figure the figgerish. 


There is no such word as figgerish in the advertising 


business. 


To date, we are a small agency. But we have been 
told that our rise thus far, from a standing start 5 


months ago, has been remarkable. We are told we © 


won’t stay small very long. 


When we have attained our full stature, we can look 
back and thank our skill with advertising figgerish 


for it. 6 i ° 


In five minutes we can tell you, in specific detail, 
some basic things we have learned about advertis- 
ing figgerish. It won’t cost you anything to listen. 
It might cost you a lot not to. 


Here is some figgerish, right off the bat: (1) Long 
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A big enough airport here 
might really make Boston what it 
has often been called, the ‘Hub of 
the Universe.’ But what is Boston 
doing about building the greatest 
airport in the country? Are New 
Englanders going to sit back and 
permit New York to take the mar- 
ket that could logically be hers if 
they went after it?” 

New England’s reputation for un- 
friendliness, he indicated, would be 
enough in itself to divert tourists 
from New England to equally ac- 
cessible Scotland or Mexico City in 
the coming era of swift travel, and 
he urged the kind of public rela- 
tions program that would make 
New Englanders beam on a visitor, 
give him the right directions down 
the highway, and welcome the 
soldiers who are getting a sample 
of the area during wartime fur- 
loughs. 

Matthew Woll, vice-president of 
the AFL, reiterated the Federation’s 
objection to too much guidance from 
government when labor and man- 
agement proceed to plan the post- 
war economy, and _ specifically 
recommended that a New England 
textile commission be established 
to steer fresh capital and fresh life 
into New England’s textile industry 
in order to save its remnants after 
the war. He chided industry for 
lacking adequate blueprints for con- 


.| version to a peacetime basis. 


‘McCall's’ Starts New 


‘| Four-Color Campaign 


A new series of advertisements in 
21 magazines, many in four colors, 
has been launched by McCall’s 
Magazine, keyed to the theme 
“America’s strength in war and 
peace, the partnership of man and 
woman.” 

The series will feature paintings 
by leading American artists, with 
insertions scheduled in a list of con- 
sumer publications and _ business 
papers. Federal Advertising Agency, 
New York, handles the account. 


Arlington Chemical 
Plans Big 1944 Drive 


A greatly enlarged advertising 
and sales promotion schedule for 
its line of ethical pharmaceuticals 
and biologicals in 1944 is planned 
by Arlington Chemical Company, 
Yonkers, N. Y. Increased use of 
direct mail will be supported by the 
largest medical and drug journal 
campaign in the company’s history. 

Paul Klemtner & Co., Newark, 
N. J., is the agency. 


Publishing Name Changed 


Butchers Advocate Company, New 
York publisher of Quick Frozen 
Foods and Butchers Advocate, will 
hereafter be known as E. W. Wil- 
liams Publications, Inc. The change 
is being made because of expanding 
publishing interests of the company, 
but in no way affects present own- 
ership, management or policies. 


copy is read depending on who writes it and what it 
says (2) The photographic model should look right 
into the camera no matter what the pose (3) Trade- 
paper copy is worth all the time and production-cost 
you put into it no matter how little the space may 
cost (4) The word “amazing” is still a magic word 
in a headline. Neglect of just this figgerish alone can 
knock 50% to 60% off the pulling-power of your 
campaign. 


But there ought to be. 


—because in advertising there are definite, immu- 
table hidden percentages that spell the difference, 
9 times in 10, between a brilliant success and a flop. 


Pi * x * 


You can’t tell advertising figgerish by star-gazing or 
intuition. The highways of American business and 
i industry are strewn with the financial corpses of 
a those who have tried it. It might be worth your while to figure your own 
: advertising figgerish — especially in these days of 
paper shortages, when small space must do the work 
of full pages, and the odds for-or-against you can 


spell win-or-lose for your advertising dollar. 


Yet even with the paper shortage getting deeper and 
white space at a premium, hundreds of advertisers 
representing millions of dollars in appropriations 
continue to back personal opinions, hunches or 
“ite second-sight against figgerish that is knocking their 
‘ results into a cocked hat. 
Today there is in America a new kind of advertising 
agency. The kind which considers that its respon- 
sibility to a client ceases—if it ever does—not when 


NS 


Hill Advertising Inc. 


250 Park Avenue, New York 17, N. Y. 
PLaza 3-7800 
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thinking of radio results! Be- 
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AMERICA’S STRENGTH IN WAR AND PEACE—THE PARTNERSHIP OF MAN AND WOMAN 


Because of their different roles in life, 
the thinking, behaviour, capacities and 
contributions of men and women must 
always be different. It is the welding of 
these separate interests into the great 
partnership that has made us strong 


and resourceful ...that will make 


America endure! 


Of all the people on earth the American man 
and woman are more markedly individual .. . 
in their interests and responsibilities. This 
is one of the reasons America is a great nation. 


It’s one of the reasons that McCall’s, a great 
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Painted for McCall’s by Robert Philipp, A. N. A. 


| -mainteining the home 


magazine, is published and read by one Ameri- 


can woman out of every five. 


Because the American woman’s interests 
and responsibilities are different from the 
man’s, her reading interests are, obviously, 
different. In war as in peace, McCall’s, three 
magazines in one, is attuned to the triple inter- 


ests of the American woman — 


Her Heart, Her Home. Herself. 


Serving the special needs, 


interests and responsibilities of women 
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Advertising Age, November 29, 1943 


par ins ; necessary after the war to increase| yield will be impaired. Discovery 
Kasp — Sagem gl staff l . the nation’s oil yn ie a also = ae oe he sys, can be 
TC ; : : twar ann will be a great need for replace-| stimula y higher oil prices. He 
of J. C. Redlich Studios, Chicago. Pos P Ing ment of equipment in the field,} points to an Ae = a for- 
plant, and refinery. He predicts|eign sources of supply closest and 
How Business and Industry Are Preparing drastic changes in refining proc-| best known to this country to fi] 
for a Peacetime World esses and products and the need for| deficiencies when they occur. 
Edited by RALPH O. McGRAW new designs in equipment. a * * ¢ 
th i oe t 
Petroleum’s Postwar the world picture. odauieni. Celine ak Sxplonation ieaiehaet Commas ken one Pa ebay \ 
Outlook Reviewed Far-reaching effects are likely to Company, says this country has g = 


x | be felt by domestic oil operations : : ” 
In the postwar period, the oil|in haying to conform its activi- reached the peak of its oil produc 


: : : , ; . Pr tion and probably within a year it 
industry will witness an era of meet international conditions 

arenter ectivile and greater compe- _ _ ww Fone era,” Mr. Slater | ™2Y be expected that the petroleum | heen retained. Part of the program 
tition in foreign oil than it has ever| points out. “Fuller utilization of industry will begin its long deeline| includes a four-page newspaper to 
known before, warns K. C. Slater,| petroleum and its products may be|i" Producing capacity. Intensified] be called “Postwar News.” 

editor, The Petroleum Engineer, in| necessary to prevent undue dissi-|€XPloration for new reserves and * * & 

pation of domestic crude oil re-|the development of them when Slightly over 30% of manufac- 
West and postwar planning phases of the| serves. Failure to observe this|found are imperative in order to turers are now designing new and 
tral industry. For this reason he sug-| point may invite large importations| keep the decline at a minimum. He improved products for release after 
gests that the industry should watch | of foreign oil.” cautions, however, that supplies|ip¢ war according to a nationwide 
foreign oil trends as the domestic} A vast exploitation program in| from new fields should not be drawn ’ 


: : survey by “Industrial Equipm 
situation will have to be fitted into! the United States, he says, will be!off at such a rate that the ultimate News” eh. per cent oo rte 


products ready for release and 
13.5% are ready with an industrial 
product entirely new to their line. 
12.5% are looking for new and im- 
proved products for manufacture in 
the postwar era. 

ne 1 % 


Feeling that the public may come 
out of the war with the thought that 
the airplane is a machine of de- 

struction, Leslie E. Neville, editor, 
a . Aviation, in the current issue says: 
“Let’s throw away the blood and 
thunder stories of war and empha- 
size the life-saving qualities of the 
airplane. The best strategist is the 
one who plans to take the objective 
with the lowest cost in losses. Al- 
ready our airplanes have saved 
thousands of soldiers’ lives, and 
every plane we build and place in 
action will save more lives in 
future combat operations. The pub- 
lic should be told and retold this 
story until each home-front fighter 
is convinced that loved ones on the 
fields of battle are safer because of 
airplanes.” 


$7,500 for a special five-month pub- 
licity program starting next month 
for which two publicity men have 


First Choice 
of management men 
for business news in the 


nation's greatest industrial his October issue devoted to foreign 
area... the Cen 


a a 


Continuation of wartime ration- 
ing and other regulations where 
necessary after the war is favored 
by women by nearly 100 to 1, 
according to a poll in 157 cities by 
the United Council of Church 
Women. 

ae % ue 


Believing that the government 
will- not be of much immediate aid 
to business after the collapse of 
Germany and during the postwar 
adjustment period, the American 
Institute of Food Distribution, Inc., 
is cautioning its members to save 
themselves panic by preparing at 
once for market changes, keeping 
their costs under control, and de- 
veloping civilian demand for their 
goods. The institute says food prices 
will not be demoralized by dumping 


of government-held stocks as after 
, 3 , | k , the last war. 

“They Tell Me I’m a Typtcal-Looring a4 
A. W. Lewin Company, Newark, 
SK 4 F 'ARMER N. J., agency, has inaugurated a 
N E B monthly report to be known as 
. ‘ “Postwar Planning.” The first issue 
contains 55 articles devoted to post- 


—and that you'll be seeing me often in these KFAB ads. They tell me that in the next ad you will see me as at cae cee Bay Fy he 

And that’s all right with me, because I figure you and a business man. Believe me, farming is a business...a nomic developments and other sub- 

I have a lot in common and ought to get acquainted. mighty good business these days. jects. ~<e 

You're my customer and I’m your customer. Standard Products Company, 

Later you will meet my family and you'll understand operating five plants in Michigan, 

I'm one of the thousands of farmers in the KFAB area why I’m so proud of them and so anxious to give them akon aaa ee —- ode 

who are busy raising grains and meats and food products 4) the good things of life. Now, thanks to good crops with its agency, Brooke, Smith, 
im that are later shipped to you. And, if you're in business, and good prices, I’m in a position to buy the things we toe & pee pd yd gene oy hey 
a you probably have something to do with supplying us aced cad wiat So, if you have something 0 sail, just cor eB wn the comma . 

En ER SEY Miaty Poeeee we eeee, remember that we will be listening to KFAB. It’s a ning to make. 

I guess it is because we are doing business together that habit we have all had since that friendly neighbor came 500,000 

KFAB wants us to get acquainted. into our homes 20 years ago.” . : 
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beat 


= he ew, 2 ve mes Magazine 


RRIED EXCLUSIVELY BY THE NEW YORK TIMES 
NTO MORE THAN 750,000 HOMES EVERY SUNDAY 


She reads about what’s going on, sure. But she wants to see, too. 


That’s one reason why hundreds of thousands of Mrs. Greens—alert, intelligent American women, all of them—are attracted each week to The 


New York Times Magazine. For pictures and drawings and maps and charts fill its pages, enlivening and illuminating the articles they illus- 


trate. And when picture spreads and picture sequences best tell a story they’re used with editorial and reportorial skill. 


This news and picture and home Magazine covers every interest bright-minded women have in the world today. When they want the 
background news of the world and the war—when they want to know what important people think—when they want news about 


food, fashions and bringing up their children—when they want stories that entertain and instruct—they turn to The New York Times Magazine. 


And because women turn in such great number to this engrossing Magazine, its pages are a fertile field for advertisers who 


want to attract women. We’ll gladly give you all the facts. 
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Free & Peters Move 


Free & Peters, radio station rep- 
resentative, has taken new quarters 
at 444 Madison Ave., New York. 
The telephone is Plaza 5-4130. 
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mim READ BY ALMOST 


EVERY MEMBER OF CONGRESS 


(But Washington influence begins ai home) 


Judge Upholds 
Exclusive Right 


to Sunsweet Name 


San Jose, Cal., Nov. 24.— Long- 
established national advertising by 
the California Prune and Apricot 
Growers’ Association of its Sun- 
sweet brand had an important bear- 
ing in a recent court ruling in favor 
of the association which gave it ex- 
clusive right to the famous trade 
name on a nationwide basis. 

In a decision by Superior Judge 
M. G. Del Mutolo, the H. R. Nichol- 
son Company, Baltimore, Md., fruit 
concentrate beverage maker, is pro- 
hibited from labeling its products 
Sunsweet and from using the as- 
sociation’s familiar sunburst de- 


sign. 
In 1922 the Nicholson company 


obtained a copyright for the trade- 
mark Nicholson - Sunsweet. The 
Nicholson portion of the name was 
dropped in 1930, according to testi- 
mony at the trial. The California 
association, plaintiff in the case, ob- 
tained the original copyright for 
Sunsweet in 1917. 

Nicholson attorneys attempted to 
show that the prune association was 
in an entirely different type of busi- 
ness, but the court pointed out that 
the association had manufactured 
prune juice and advertised it na- 
tionally since 1932, and that as far 
back as 1921 it gave consumers 
simple directions on how to make 
prune juice. 

Trial attorneys stressed the fact 
that during the past 10 years the 
association had spent $2,000,000 to 
advertise the Sunsweet trade name 
in connection with its products. 

Despite the defendant firm’s 
argument that the local court’s rul- 


ing in any event should be confined 
to California, the judge stated it 
would be nationwide, since the 
Nicholson firm has a California 
branch in San Pedro, and also be- 
cause the association’s products are 
marketed in every state in the 
union. 


KDYL Seeks License 


for Telecasting | 

KDYL, Salt Lake City, has filed 
application with the Federal Com- 
munications Commission for an ex- 
perimental television station in Salt 
Lake City. 

S. S. Fox, president and general 
manager, revealed that the station 
is equipped to start telecasting im- 
mediately should the FCC grant it 
a license. Plans call for several re- 
ceiving sets to be placed in down- 
town locations for daily one-hour 
broadcasts. 


Where do people get most af tei information ? \ 


am 2, 


bEM 


. | ‘4 do people get most of their information 


about what’s happening today on the far-flung 


ministers’ meetings in Moscow and P.-T.A. 


meetings around the corner . . 


. about murder 


battlefronts and what happened last night at the 
local church supper . . . about the new tax pro- 
posals in Washington and the wedding of the 
local Mayor’s daughter . . . about the exploits of 
Eisenhower, Clark, MacArthur and the exploits 
of the local boys in uniform . . . about the latest 
rationing rules and the prospects of the local 
high school team . . . about the national maneu- 
vers for the next Presidential election and the 


local race for county clerk . . . about foreign 


trials in the Bahamas and divorce suits in the 
loca] court house . . . about theatres and movies 


. about 
the wartime accomplishments of industrial firms 


and concerts and society and sports . . 
and the wartime offerings of local stores? 


Where do people get most of their information? And 
isn’t that the best place to keep people informed 


of your products, your services, your wartime 


activities, your postwar plans? 


This advertisement, prepared by the Bureau of Advertising, A.N.P.A., is published by The Chicago Daily News in the interest of all newspapers 


Advertising Age, November 29, 1943 


Chicago Post 170 
Adopts Job Plan 


tor Service Men 


Chicago, Nov. 23.—A rehabilita- 
tion program for former advertising 
men returning to civil life from the 
armed forces was adopted by Chi- 
cago Post 170, American Legion, at 
a meeting at the Tavern Club yes- 
terday. Ernest M. Roscher, Chicago 
manager of the St. Louis Post-Dis- 
patch, post commander, appointed a 
special committee headed by Otis 
Beeman, of Aubrey, Moore & Wal- 
lace, to direct the project. Mr. Bee- 
man, who served on the executive 
committee of the World War I Naval 
Aviators, has also had three years’ 
experience with the Naval Aviation 
Cadet Selection Board. He is the 
author of the employment plan. 

Mr. Beeman plans to put the nor- 
mal military “selection” plan into 
reverse. Advertisers and agencies 
will be given the opportunity to 
select returning service men ac- 
cording to their qualifications. The 
returning service men will in turn 
be offered the opportunity to pre- 
sent their qualifications for avail- 
able positions. The Legion com- 
mittee will merely facilitate the 
meeting of employers and service 
men. 

William E. Walbaum, 29, until re- 
cently a sergeant in the Army air 
forces, and the first veteran of 
World War II to join Chicago Post 
170, will act as special aid to the 
committee. Mr. Walbaum has joined 
the Chicago office of Spot Sales, 
Inc., following his honorable dis- 
charge from the Army. 


PHOTO ASSOCIATION HAS 
REEMPLOYMENT PLAN 


New York, Nov. 24.—The Photo- 
graphic Manufacturers & Distribu- 
tors Association at a meeting here 
last week discussed an extensive 
publicity campaign for the imme- 
diate reemployment of returning 
service men. The plan is being 
initiated at once to give positions 
in every branch of the industry to 
those men released from military 
duty who have had technical expe- 
rience in either civilian life or war 
work. 

Approved by the Department of 
Commerce of the state of New York, 
the plan will operate through the 
photographic retail stores and other 
centers where posters will be dis- 
played calling attention to job regis- 
tration points for service men. Each 
of the 5,000 camera stores in the 
country will act as such a point, 
where the service man will fill in 
a blank giving all information a 
prospective employer may require. 

These blanks will be sent by the 
store to PMDA headquarters. Skele- 
ton data on each registrant will 
then be broadcast to the industry 
and those employers who are inter- 
ested can communicate directly with 
the service man. It is anticipated 
that the gradual development of the 
system will permit rapid reemploy- 
ment of all qualified men who de- 
sire to enter photographic work 
when the war is over. 


Names Wilson & Haight 


Hartford Machine Screw Com- 
pany, Hartford, Conn., has appointed 
Wilson & Haight, Hartford, as its 
agency. A campaign to build up a 
postwar market for the company’s 
line of aircraft, electrical and stan- 
dard screw machine parts has been 
launched in industrial and business 
publications. 


According to the 
L. M. Clark 
Newspaper 


THE BOSTON 
RECORD-AMERICAN 
IS THE COUNTRY’S 
NO. 1 NEWSPAPER 
FOR ADVERTISING 
VISIBILITY AND 
LOW COST PER 
ACTUAL READER 
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Balance Between 
‘AA Paper Supply 


and Demand Seen 


May Avoid Further 
Newsprint Cut, Boren 
Committee Advised 


Washington, D. C., Nov. 24.— 
Drastic paper cuts already accepted 
by the nation’s publishers for 1944 
should bring thé@ supply and de- 
mand for wood pulp into balance, 
and eliminate thé need for further 
withdrawals from inventory, Har- 
old Boeschenstein, director of the 
WPB forest products division ad- 
vised the Boren newsprint commit- 
tee of the House this week. 

In a supplemental report bringing 
the committee up to date on WPB’s 
Paper regulations, Mr. Boeschen- 
stein told the Congressmen that 
WPB has apparently checked the 
decline of woodcutting in the South, 
and that nationwide receipts of 
pulpwood in October were 5.8% 
above October, 1942. 

Nevertheless, Mr. Boeschenstein 
warned “the tide is not sufficiently 
turned to warrant any relaxation of 
our efforts to bring consumption 
into balance with production.” He 
pointed out that woodcutting was 
down 21.4% in the Northeast, an 
important area for domestic news- 
print. 


Hopes Cut Will Stand 


The Boeschenstein statement was 
read into the record by Harry M. 
Bitner, director of the printing and 
publishing division, in the absence 
of Mr. Boeschenstein, who was at- 
tending a meeting of the combined 
pulp and paper committee, which 
includes representatives of the 
United States, Canada and the 
United Kingdom. Mr. Bitner also 
made a statement of his own, out- 
lining the | nae gr ay revisions of L- 
240, providing for a 23% over-all 
paper saving by newspapers in 1944. 


INTERIOR & EXTERIOR 


displays 


SILK SCREENED 


ae 


Unaer present’ war- 

, time conditions, advertising agency buyers 
and others have found it difficult to obtain 

‘ continuous production of interior and exte- 
tior displays. But that is no longer a prob- 

; lem ... it has actually been eliminated by 
Sullivan-Nolan’s new production methods. 


, WE CAN USE SUBSTITUTES . 
AND PROVIDE MODERN DISPLAYS 


Because we can skillfully design your win- 
9 dow, counter, store, point-of-purchase and 
other displays, and produce them via the 
Silk-Screen Paint Process without critical 
material requirements, long range display 
programs can be set up with the assurance 
that Sullivan-Nolan can produce and de- 
liver on time to meet your schedule. And 
remember, we can provide displays from the 
smallest job up to 24 SHEET POSTERS. 


TRAINED ADVERTISING MEN 
KNOW YOUR REQUIREMENTS 


A big advantage offered by Sullivan-Nolan 
lies in the fact that our staff is composed of 
seasoned advertising men, with a back- 
ground of twenty-nine years of service to 
the advertising field. With a source of this 
type, you deal with men who know your 
language. You can be assured of attractive 
displays that reflect professional handling. 

Some of the nation’s largest advertisers 
have standardized on Sullivan-Nolan Silk- 
Screened displays... convincing proof that 
we are exceptionally well qualified to pro- 
duce displays for you. 

Ask For Particulars Today! 


- 
SULLIVAN-NOLAN ADV. CO. 


> -« Themety®, Sullivan’ Pres. 


ot ‘Telephone DELaware 5619 ‘ 


He 
“would stand for a considerable 
part of 1944—perhaps all year.” 

These new cuts, Mr. Bitner said, 


said that he hoped the cut 


will have “a profound effect on 
newspaper publishing next year, 
particularly in big city papers, 
which must absorb most of the re- 
duction.” He explained that 140 
papers would probably be cut 
nearly 28%, while one New York 
paper, with a Sunday edition, would 
be reduced 7,267 tons per quarter. 

Newspapers reduced their use of 
print paper by 10.3% in October, 
Mr. Bitner told the committee, 
quoting figures provided by ANPA. 
He said that the savings had aver- 
aged 5.3% for ten months of 1943. 


Lufkin Plant Praised 


Members of the committee, who 
had recently visited the Southland 
Paper Mills of Lufkin, Tex., urged 
WPB to consider additional use of 
southern pine in newsprint pro- 
duction. Following the hearing 
Monday, Chairman Boren suggested 
that WPB might facilitate the re- 
lease of equipment to double the 
capacity of the Lufkin mill, and ad- 
ditional equipment for de - inking 


and de-waxing plants to stimulate 
re-use of newsprint. 

Describing the committee’s visit 
to the Lufkin plant, which was 
originally sponsored by the South- 
ern Newspaper Publishers Associa- 
tion, Rep. Boren said it seemed to 
be a well organized and well man- 
aged plant. 

He explained that the plant had 
been built close to its wood re- 
sources, so that no stockpiles were 
necessary. Mr. Boren also said that 
use of the rapid growing southern 
pine made it possible to harvest the 
wood so that supplies could be re- 
placed and kept in perpetuity. 

In suggesting that WPB release 
equipment for expansion of the 
southern mills, Rep. Boren asserted 
that the capacity of the Lufkin mill 
could be expanded four times its 
present output, and that there was 
room for four additional plants in 
the South. Encouragement of these 
domestic producers, he said, will re- 
duce the degree to which American 
publishers must depend on Canada 
for paper. 

At the same session, the commit- 
tee suggested to Dr. A. N. Holcomb, 
chairman of the appeals board, that 


the board set up a system so that 
its operations “avoid any semblance 
of star chamber proceedings.” In 
view of the serious paper cuts, Rep. 
Boren said, every newspaper has a 
vital stake in appeals, and it is up 
to the appeals board to see that they 
have adequate notice of hearings, 
clear cut procedures, and the op- 
portunity to intervene. 


Stresses Right to Intervene 


Rep. Boren declared that under 
the new cut, every newspaper has 
an interest in every appeal grant, 
and should have the right to inter- 
vene. “Any time a grant of paper 
is made,” the Congressman said, “it 
tends to nullify the savings that 
other papers are making. They 
should have the right to appear and 
oppose the grant.” 

Dr. Holcomb told the committee 
that the opportunity for supple- 
mental paper should be sharply re- 
duced by a provision recommended 
by the newspaper industry advisory 
committee allowing an upward ad- 
justment of basic paper quotas to 
compensate for circulation increases 
in the fourth quarter of 1942 over 
the fourth quarter of 1941. While 
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some appeals will still be necessary 
to adjust quota to recent population 
shifts, Dr. Holcomb felt these would 
be relatively few. 

In his report to the committee, 
Mr. Boeschenstein said that the 
labor shortage continues to compli- 
cate the wood pulp shortage. He 
said that WPB is emphasizing wood 
cutting by farmers on a part-time 
basis, and doing everything in its 
power to stimulate collection of 
waste and conservation of paper. 

During October, he said, the re- 
ceipts of pulpwood had increased in 
every section of the country except 
the Northeast. With an over-all in- 
crease of 5.8% for the nation as a 
whole over October 1942, Mr, 
Boeschenstein said the wood cut is 
up 21.4% in the South, and 11.5% 
in the Pacific Northwest. It is down 
21.4% in the Northeast. 

Of the figures for the South, Mr. 
Boeschenstein commented that “the 
declining trend has been checked.” 
He was far less optimistic about the 
Northeast, where he said the labor 
shortage had been intensified by 
Canadian failure to supply the cus- 
tomary amount of seasonal labor. 

Mr. Boeschenstein also supplied 
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the committee with figures that 
showed that pulpwood inventories 
for the nation at the end of 10 
months of 1943 were 21.8% below 
the October, 1942, level. During 
those ten months, receipts of pulp- 
wood were 15.7% above receipts for 
the same period last year. 


Depletion Checked 


“We have succeeded in reducing 
the rate of depletion of pulpwood 
inventories,” he told the committee, 
“by curtailing demand and increas- 
ing receipts. Although inventories 
are now being depleted at 60,000 
cords a month, we plan to bring the 
situation into balance in the first 
quarter of 1944.” 

The report reviewed efforts of 
WPB to increase pulpwood produc- 
tion, and reduce demand. It men- 
tioned measures taken to encourage 
farmers to cut wood, including the 
pulp and paper industry campaign, 
ANPA advertising effort in rural 
papers, and Selective Service regu- 
lations permitting farmers to spend 
part time in the woods without los- 
ing their deferments. . 

The report also referred to WLB 
rulings allowing higher pay for 


woods workers; morale campaigns 
for woods workers sponsored by the 
War Department and the WPB Of- 
fice of Labor Productivity in the 
Pacific Northwest and South; and 
the measures taken to obtain prison- 
ers of war for work in the woods. 

- Discussing the newsprint cut, Mr. 
Boeschenstein said that Canada had 
only promised 162,000 tons per 
month in 1944, but that he had 
asked for 182,000 tons. With do- 
mestic newsprint production ex- 
pected to drop from 70,000 to 60,000 
tons per month in 1944, Mr. Boes- 
chenstein said that he expected only 
3,000,000 tons of paper compared 
with 3,650,000 tons in 1943. 


Outlook Optimistic 


Although Mr. Boeschenstein said 
increasing demand for wood pulp 
for uses other than paper has offset 
any hope for increased paper pro- 
duction, both he and Mr. Bitner 
agreed that there was a good chance 
that no further paper reductions 
would be necessary in 1944. 

Rep. Boren also introduced into 
the record a letter from President 
Roosevelt assuring the committee 
that government agencies were tak- 


ing aggressive steps to meet the 
emergency. In reply to an appeal 
from the committee, Mr. Roosevelt 
said that WPB would insure that 
“most urgent needs are met in order 
of their importance.” 

The President told the committee 
the War Manpower Commission 
has given the problem “special at- 
tention”; that 3,500 workers will be 
imported from Canada for use in the 
Northeast; that “several hundred 
prisoners of war are being trained” 
for use in the woods and that “an 
intensive recruiting campaign is on 
to encourage workers, particularly 
farmers,” to go into the woods. 

“Although you do not include it 
among your recommendations,” the 
President wrote the committee, “I 
am sure you are aware of the fact 
that a part of the problem is the 
allocation of the reduced supply of 
pulpwood among its various users 
in accordance with total needs of 
the war effort.” 


Admitted to ABP 


Cleaning and Laundry World, 
New York, has joined the Associated 
Business Papers, New York. 


Encyclopedia 
Claims Hit in 
FTC Complaint 


Washington, D. C., Nov. 23.— 
Publishers of the Encyclopedia 
Americana were cited by the Fed- 
eral Trade Commission today and 
charged with misrepresentation of 
their publication and disparagement 
of competing encyclopedias, partic- 
ularly the Encyclopedia Britannica. 

The FTC was critical of adver- 
tisements, circulars and sales man- 
uals which allegedly implied that 
Americana was the only American 
encyclopedia and that others, in- 
cluding Britannica, were of foreign 
origin; that Americana had been 
published continually for more than 
100 years and contains more articles 
and information than other encyclo- 
pedias, and that Britannica is not up 
to date and not revised by means of 
annual supplements as is Americana. 

Actually, FTC said, Encyclopedia 
Britannica has been owned and 
published in the United States since 
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LIVES AGAIN THRU KXEL 


LDERS 


THANKS TO K XEL—A GREAT DEPARTMENT STORE MAKES RADIO PAY 


Fifty-one years ago, a young 


Black came to the then village of Waterloo. He 
opened a dry goods store .. . a tiny store .. . only 

“Tim Black” as he was known to the 
community, had, besides an unlimited capacity for 
work, a friendly personality. Early moming found 
him at the door of his store greeting customers. His 


20 x 80 feet. 


cheery “Good Morning Sarah, 
can even now be recalled by 


residents of this area. He remembered names... . 
he knew the children . . . he was’ 
to all. He invariably asked as the customer was 
leaving: “Did you find what you wanted?” If not, 
Black’s would have it the next time the shopper 


JOSH HIGGINS 


man named James 


or Jane, or Mary” 
a few of the older 


friend and neighbor 


JAWE FOSTER... 

“For Women and About 
Women” .. «. is the neigh- 
borly friend who calls on 
KXEL listeners every morn- 
ing for Black's. She brings 


of the women in homes in 
this area listen either regu- 
larly or occasionally to 
Jane Foster. This program 
is designed to bring tangi- 
ble results and it does. 


BROADCASTING CO., Waterloo, lowa 


GEORGE CREMEENS... 
with the news at 10 P.M. 
is the night-time voice of 
Black’s. In a recent survey. 
regular and occasional lis- 
teners to this program 
reached the almost un- 
believable total of 85% of 
the farm and city folks in 
Waterloo’s shopping area. 
It is natural that an institu- 
tion like Blacks’s — an in- 
stitution that is rooted deep 
in the lowa way of life — 
should render a news serv- 
ice to their host of friends 
and customers in this area. 


Studios in Waterloo and Cedar Falls, lowa 


90,000 WATTS 
BASIC BLUE 


REPRESENTED BY 
JOHN BLAIR 


came in. Yes, Jim Black was a tremendous influence 
in building the good-will that is Black’s. His suc, 
cessors have carried it on. They have found through 
KXEL a neighborly and friendly voice—a mass 
sales and good-will builder which in a measure A en 
takes the place of that enterprising young man 5] — 
years ago. As James Graham, President of Black’s 
today says: “KXEL has shown us the path to success- ps 
ful use of radio in department store operation. A > 
survey recently made convinces us that our cus- ; ee 
tomers in the city as well as rural areas listen and 
act on our programs over KXEL. We have found 
that a department store can profitably use radio.” 


Sean tor 


e 


1902, and is not an English publica- 
tion. The commission also said that 


Britannica does not have the British 
point of view, and is “in fact, mee 
widely used than Americana.” The 
complaint also states that prices 
quoted as “introductory” by Amer 
icana salesmen are not limited te @ 
selected few persons or certain 
prominent citizens as represented, 
a are the regular and customary 
price. 


Poyntz Adds to Staff 


Claude Nash, formerly with Hugh 
C. MacLean Publications Ltd, and 
T. Eaton Company Ltd., and George 
Birkett, formerly with 
Ltd. and Richardson - 
Advertising Service Ltd., Toromte, 
have joined Alford R. Poyntz & Ce. 
newly-established Toronto agency. 


Joins Conover-Mast 

William O. Shepard, formerly 
with Curtiss-Wright Corporation, 
has joined Conover-Mast Publica- 
tions, New York, as technical editer 
for Aviation Maintenance, new pub- 
lication which makes its initial ap- 
pearance this month. 


Olson to Olmsted, Foley 


Everett T. Olson, formerly adver- 
tising manager of Minnesota Lin- 
seed Oil Paint Company, Minne- 
apolis, has been named an account 
executive with Olmsted & Foley, 
Minneapolis agency. 


TO REACH BUYERS OF 
A) 


TRANSPORTATION, 
EQUIPMENT, MATERIALS, 
AND SUPPLIES 
THE ONLY ABC-ABP PUBLICATION 
REACHING THESE EXECUTIVES 


Everyday Working Tool in Shipping 
and Transportation 


SUBSCRIPTIONS $15.00 A YEAR 
( 52 inswes) 
OVER 80% RENEWALS 
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Free & Peters Move 

Free & Pets ta rep- 
esent ‘ new Quarters 
+ 444 New York 
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Judge Upholds 
Exclusive Right 
to Sunsweet Name 


San Jose, Cal., Nov. 24.— Long- 
established national advertising by 
the California Prune and Apricot 
Growers’ Association of its Sun- 
sweet brand had an important bear- 
ing in a recent court ruling in favor 
of the association which gave it ex- 
clusive right to the famous trade 
name on a nationwide basis. 

In a decision by Superior Judge 
M. G. Del Mutolo, the H. R. Nichol- 
son Company, Baltimore, Md., fruit 
concentrate beverage maker, is pro- 
hibited from labeling its products 
Sunsweet and from using the as- 
sociation’s familiar sunburst de- 
sign 

In 1922 the Nicholson company 


obtained a copyright for the trade- 
mark Nicholson - Sunsweet. 
Nicholson portion of the name was 
dropped in 1930, according to testi- 
mony at the trial. The California 
association, plaintiff in the case, ob- 
tained the original copyright for 
Sunsweet in 1917. 

Nicholson attorneys attempted to 
show that the prune association was 
in an entirely different type of busi- 
ness, but the court pointed out that 
the association had manufactured 
prune juice and advertised it na- 
tionally since 1932, and that as far 
back as 1921 it gave consumers 
simple directions on how to make 
prune juice. 

Trial attorneys stressed the fact 
that during the past 10 years the 
association had spent $2,000,000 to 
advertise the Sunsweet trade name 
in connection with its products. 

Despite the defendant firm’s 
argument that the local court’s rul- 


The 


ing in any event should be confined 
to California, the judge stated it 
would be nationwide, since the 
Nicholson firm has a California 
branch in San Pedro, and also be- 
cause the association’s products are 
marketed in every state in the 
union. 


KDYL Seeks License 


for Telecasting 

KDYL, Salt Lake City, has filed 
application with the Federal Com- 
munications Commission for an ex- 
perimental television station in Salt 
Lake City. 

S. S. Fox, president and general 
manager, revealed that the station 
is equipped to start telecasting im- 
mediately should the FCC grant it 
a license. Plans call for several re- 
ceiving sets to be placed in down- 
town locations for daily one-hour 
broadcasts. 
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in uniform ... about the latest 
and the prospects of the local 


about the national maneu- 


ext Presidential election and the 
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about foreign 


the Bureau of Advertising, A.N.P.A., is 


ministers’ meetings in Moscow and P.-T.A. 


meetings around the corner . . 


. about murder 


trials in the Bahamas and divorce suits in the 


local court house . . 


and concerts and society and sports . . 


. about theatres and movies 


. about 


the wartime accomplishments of industrial firms 


and the wartime offerings of local stores? 


Where do people get most of their information? And 


isn’t that the best place to keep people informed 


of your products, your services, your wartime 


activities, your postwar plans? 


published by The Chicago Daily News in the interest of all 


newspapers 
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Chicago Post 170 


Adopts Job Plan 
for Service Men 


Chicago, Nov. 23.—A rehabil 
tion program for former advertis 
men returning to civil life from ; 
armed forces was adopted by C 
cago Post 170, American Legion. at 
a meeting at the Tavern Club 
terday. Ernest M. Roscher, Chic ig 
manager of the St. Louis Post-])is. 
patch, post commander, appoint 
special committee headed by 0t 
Beeman, of Aubrey, Moore & Wal. 
lace, to direct the project. Mr. Bee. 
man, who served on the execut} 
committee of the World War I Nava] 
Aviators, has also had three y: 
experience with the Naval Aviation 
Cadet Selection Board. He is the 
author of the employment plan 

Mr. Beeman plans to put the nor- 
mal military “selection” plan into 
reverse. Advertisers and agencies 
will be given the opportunity to 
select returning service men ac- 
cording to their qualifications. The 
returning service men will in turn 
be offered the opportunity to pre- 
sent their qualifications for avail- 
able positions. The Legion com- 
mittee will merely facilitate the 
meeting of employers and service 
men. 

William E. Walbaum, 29, until re- 
cently a sergeant in the Army air 
forces, and the first veteran of 
World War II to join Chicago Post 
170, will act as special aid to the 
committee. Mr. Walbaum has joined 
the Chicago office of Spot Sales, 
Inc., following his honorable dis- 
charge from the Army. 


PHOTO ASSOCIATION HAS 


-REEMPLOYMENT PLAN 

| New York, Nov. 24.—The Photo- 
|} graphic Manufacturers & Distribu- 
| tors Association at a meeting here 
last week discussed an extensive 
publicity campaign for the imme- 


|diate reemployment of returning 
service men. The plan is being 
initiated at once to give positions 


in every branch of the industry to 
those men released from military 
duty who have had technical expe- 
rience in either civilian life or war 
work. 

Approved by the Department of 
Commerce of the state of New York, 
the plan will operate through the 
photographic retail stores and other 
centers where posters will be dis- 
played calling attention to job regis- 
tration points for service men. Each 


of the 5,000 camera stores in the 
country will act as such a point, 
where the service man will fill in 


a blank giving all information a 
prospective employer may require 

These blanks will be sent by the 
store to PMDA headquarters. Skele- 
ton data on each registrant will 
then be broadcast to the industry 
and those employers who are inter- 
ested can communicate directly with 
the service man. It is anticipated 
that the gradual development of the 
system will permit rapid reemploy- 
ment of all qualified men who de- 
sire to enter photographic work 
when the war is over. 


Names Wilson & Haight 

Hartford Machine Screw Com- 
pany, Hartford, Conn., has appointed 
Wilson & Haight, Hartford, as its 
agency. A campaign to build up a 
postwar market for the compa 
line of aircraft, electrical and s 
dard screw machine parts has |! 
launched in industrial and busi! 
publications. 


According to the 

L. M. Clarh 
Newspaper 
Readership Surveys: 
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Balance Between 
‘AA Paper Supply 


and Demand Seen 


May Avoid Further 
Newsprint Cut, Boren 
Committee Advised 


Washington, D. C., Nov. 24.— 
Drastic paper cuts already accepted 
by the nation’s publishers for 1944 
should bring the supply and de- 
mand for wood pulp into balance, 
and eliminate the need for further 
withdrawals from inventory, Har- 
old Boeschenstein, director of the 
WPB forest products division ad- 
vised the Boren newsprint commit- 
tee of the House this week. 

In a supplemental report bringing 
the committee up to date on WPB’s 
paper regulations, Mr. Boeschen- 
stein told the Congressmen that 
WPB has apparently checked the 
decline of woodcutting in the South, 
and that nationwide receipts of 
pulpwood in October were 5.8% 
above October, 1942. 

Nevertheless, Mr. Boeschenstein 
warned “the tide is not sufficiently 
turned to warrant any relaxation of 
our efforts to bring consumption 
into balance with production.” He 
pointed out that woodcutting was 
down 21.4% in the Northeast, an 
important area for domestic news- 
print. 


Hopes Cut Will Stand 


The Boeschenstein statement was 
read into the record by Harry M. 
Bitner, director of the printing and 
publishing division, in the absence 
of Mr. Boeschenstein, who was at- 
tending a meeting of the combined 
pulp and paper committee, which 
includes representatives of the 
United States, Canada and the 
United Kingdom. Mr. Bitner also 
made a statement of his own, out- 
lining the proposed revisions of L- 
240, providing for a 23% over-all 
paper saving by newspapers in 1944. 


| present” war- 

, time conditions, advertising agency buyers 
and others have found it difficult to obtain 
continuous production of interior and exte- 
rior displays. But that is no longer a prob- 

! lem ... it has actually been eliminated by 
Sullivan-Nolan’s new production methods. 


WE CAN USE SUBSTITUTES. 
AND PROVIDE MODERN DISPLAYS 


Because we can skillfully design your win- 


9+ dow, counter, store, point-of-purchase and 
other displays, and produce them via the 
Silk-Sereen Paint Process without critical 


material requirements, long range display 
programs can be set up with the assurance 
that Sullivan-Nolan can produce and de- 
liver on time to meet your schedule. And 
remember, we can provide displays from the 


amallest job up to 24 SHEET POSTERS. 


TRAINED ADVERTISING MEN 
KNOW YOUR REQUIREMENTS 


A big advantage offered by Sullivan-Nolan 


lies in the fact that our staff is composed of 
seasoned advertising men, with a back- 
ground of twenty-nine years of service to 
the advertising field. With a source of this 
type, you deal with men who know your 
language You can be assured of attractive 
displays that reflect professional handling 

Some of the nation’s largest advertisers 
have standardired on Sullivan-Nolan Silk- 
Screened displays . Convincing proof that 
we are exceptionally well qualified to pro- 
duce displays for you 


Ask For Particulars Today’ 


SULLIVAN-NOLAN ADV. CO. 


Thomes D. Sullivon, Pres. 


He said that he hoped the cut 
“would stand for a considerable 
part of 1944—perhaps all year.” 

These new cuts, Mr. Bitner said, 


will have “a profound effect on 
newspaper publishing next year, 
particularly in big city papers, 


which must absorb most of the re- 
duction.” He explained that 140 
papers would probably be cut 
nearly 28%, while one New York 
paper, with a Sunday edition, would 
be reduced 7,267 tons per quarter. 

Newspapers reduced their use of 
print paper by 10.3% in October, 
Mr. Bitner told the committee, 
quoting figures provided by ANPA. 
He said that the savings had aver- 
aged 5.3% for ten months of 1943. 


Lufkin Plant Praised 


Members of the committee, who 
had recently visited the Southland 
Paper Mills of Lufkin, Tex., urged 
WPB to consider additional use of 
southern pine in newsprint pro- 
duction. Following the hearing 
Monday, Chairman Boren suggested 
that WPB might facilitate the re- 
lease of equipment to double the 
capacity of the Lufkin mill, and ad- 
ditional equipment for de - inking 


and de-waxing plants to stimulate 
re-use of newsprint. 

Describing the committee’s visit 
to the Lufkin plant, which was 
originally sponsored by the South- 
ern Newspaper Publishers Associa- 
tion, Rep. Boren said it seemed to 
be a well organized and well man- 
aged plant. 

He explained that the plant had 
been built close to its wood re- 
sources, so that no stockpiles were 
necessary. Mr. Boren also said that 
use of the rapid growing southern 
pine made it possible to harvest the 
wood so that supplies could be re- 
placed and kept in perpetuity. 

In suggesting that WPB release 
equipment for expansion of the 
southern mills, Rep. Boren asserted 
that the capacity of the Lufkin mill 
could be expanded four times its 
present output, and that there was 
room for four additional plants in 
the South. Encouragement of these 
domestic producers, he said, will re- 
duce the degree to which American 
publishers must depend on Canada 
for paper. 

At the same session, the commit- 
tee suggested to Dr. A. N. Holcomb, 
chairman of the appeals board, that 


the board set up a system so that 
its operations “avoid any semblance 
of star chamber proceedings.” In 
view of the serious paper cuts, Rep. 
Boren said, every newspaper has a 
vital stake in appeals, and it is up 
to the appeals board to see that they 
have adequate notice of hearings, 
clear cut procedures, and the op- 
portunity to intervene. 


Stresses Right to Intervene 


Rep. Boren declared that under 
the new cut, every newspaper has 
an interest in every appeal grant, 
and should have the right to inter- 
vene. “Any time a grant of paper 
is made,” the Congressman said, “it 
tends to nullify the savings that 
other papers are making. They 
should have the right to appear and 
oppose the grant.” 

Dr. Holcomb told the committee 
that the opportunity for supple- 
mental paper should be sharply re- 
duced by a provision recommended 
by the newspaper industry advisory 
committee allowing an upward ad- 
justment of basic paper quotas to 
compensate for circulation increases 
in the fourth quarter of 1942 over 
the fourth quarter of 1941. While 
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some appeals will still be necess;,, 
to adjust quota to recent populati,, 
shifts, Dr. Holcomb felt these wo), 
be relatively few. 

In his report to the committ; 
Mr. Boeschenstein said that ih; 
labor shortage continues to com»)i- 
cate the wood pulp shortage. [H. 
said that WPB is emphasizing w.o< 
cutting by farmers on a part-time 
basis, and doing everything in {, 
power to stimulate collection o; 
waste and conservation of paper. 

During October, he said, the re. 
ceipts of pulpwood had increase, ; 
every section of the country except 
the Northeast. With an over-al! jn. 
crease of 5.8% for the nation as , 
whole over October 1942, wy, 
Boeschenstein said the wood cut js 
up 21.4% in the South, and 11.54% 
in the Pacific Northwest. It is dowp 
21.4% in the Northeast. 

Of the figures for the South, mr 
Boeschenstein commented that ‘the 
declining trend has been checked.” 
He was far less optimistic about the 
Northeast, where he said the labor 
shortage had been intensified by 
Canadian failure to supply the cus- 
tomary amount of seasonal labor. 

Mr. Boeschenstein also supplied 
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the committee with figures that 
-howed that pulpwood inventories 
for the nation at the end of 10 
months of 1943 were 21.8% below 
the October, 1942, level. During 
those ten months, receipts of pulp- 
wood were 15.7% above receipts for 
the same period last year. 


Depletion Checked 


“We have succeeded in reducing 
the rate of depletion of pulpwood 
inventories,” he told the committee, 
by curtailing demand and increas- 
ing receipts. Although inventories 
are now being depleted at 60,000 
cords a month, we plan to bring the 
ituation into balance in the first 
quarter of 1944.” 

The report reviewed efforts of 
WPB to increase pulpwood produc- 
tion, and reduce demand. It men- 
tioned measures taken to encourage 
farmers to cut wood, including the 
pulp and paper industry campaign, 
ANPA advertising effort in rural 
papers, and Selective Service regu- 
lations permitting farmers to spend 
part time in the woods without los- 
ing their deferments. 

The report also referred to WLB 
rulings allowing higher pay for 


woods workers; morale campaigns 
for woods workers sponsored by the 
War Department and the WPB Of- 
fice of Labor Productivity in the 
Pacific Northwest and South; and 
the measures taken to obtain prison- 
ers of war for work in the woods. 

Discussing the newsprint cut, Mr. 
Boeschenstein said that Canada had 
only promised 162,000 tons per 
month in 1944, but that he had 
asked for 182,000 tons. With do- 
mestic newsprint production ex- 
pected to drop from 70,000 to 60,000 
tons per month in 1944, Mr. Boes- 
chenstein said that he expected only 
3,000,000 tons of paper compared 
with 3,650,000 tons in 1943. 


Outlook Optimistic 


Although Mr. Boeschenstein said 
increasing demand for wood pulp 
for uses other than paper has offset 
any hope for increased paper pro- 
duction, both he and Mr. Bitner 
agreed that there was a good chance 
that no further paper reductions 
would be necessary in 1944. 

Rep. Boren also introduced into 
the reCord a letter from President 
Roosevelt assuring the committee 
that government agencies were tak- 


ing aggressive steps to meet the 
emergency. In reply to an appeal 
from the committee, Mr. Roosevelt 
said that WPB would insure that 
“most urgent needs are met_in order 
of their importance.” 

The President told the committee 
the War Manpower Commission 
has given the problem “special at- 
tention”; that 3,500 workers will be 
imported from Canada for use in the 
Northeast; that “several hundred 
prisoners of war are being trained” 
for use in the woods and that “an 
intensive recruiting campaign is on 
to encourage workers, particularly 
farmers,” to go into the woods, 

“Although you do not include it 
among your recommendations,” the 
President wrote the committee, “I 
am sure you are aware of the fact 
that a part of the problem is the 
allocation of the reduced supply of 
pulpwood among its various users 
in accordance with total needs of 
the war effort.” 


Admitted to ABP 


Cleaning and Laundry World, 
New York, has joined the Associated 
Business Papers, New York. 


Encyclopedia 
Claims Hit in 
FTC Complaint 


Washington, D. C., Nov. 23.— 
Publishers of the Encyclopedia 
Americana were cited by the Fed- 
eral Trade Commission today and 
charged with misrepresentation of 
their publication and disparagement 
of competing encyclopedias, partic- 
ularly the Encyclopedia Britannica. 

The FTC was critical of adver- 
tisements, circulars and sales man- 
uals which allegedly implied that 
Americana was the only American 
encyclopedia and that others, in- 
cluding Britannica, were of foreign 
origin; that Americana had been 
published continually for more than 
100 years and contains more articles 
and information than other encyclo- 
pedias, and that Britannica is not up 
to date and not revised by means of 
annual supplements as is Americana. 

Actually, FTC said, Encyclopedia 
Britannica has been owned and 
published in the United States since 


LIVES AGAIN THRU KXEL 


THANKS TO KX EL—A GREAT DEPARTMENT STORE MAKES RADIO PAY 


Fifty-one years ago, a young 


Black came to the then village of Waterloo. He 
opened a dry goods store ...a tiny store... only 
Jim Black” as he was known to the 
community, had, besides an unlimited capaci'y for 
work, a friendly personality. Early morning found 
him at the door of his store greeting customers. His 


20 x 80 feet. * 


cheery “Good Morning Sarah, 
can even now be recalled by 


residents of this area. He remembered names... 


he knew the children... he was 


to all. He invariably asked as the customer was 
leaving: “Did you find what you wanted?” If not, 
Black’s would have it the next time the shopper 


JOSH HIGGINS 


90,000 WATTS 
BASIC BLUE 


man named James 


or Jane, or Mary” 
a few of the older 


friend and neighbor 


JANE FOSTER... 

“For Women and About 
Women” .. «. is the neigh- 
borly friend who calls on 
KXEL listeners every morn- 
ing for Black's. She brings 
@ personal message —a 
woman to woman, Mother 
to Mother m g woven 
around this great store. She 
has become a potent influ- 
ence on shopping activities 
out here. A recent survey 
shows that three quarters 
of the women in homes in 
this area listen either regu- 
larly or occasionally to 
Jane Foster. This program 
is designed to bring tangi- 
ble results and it does. 


GEORGE CREMEENS ... 

with the news at 10 P.M. 
is the night-time voice of 
Black's. In a recent survey. 
regular and occasional lis- 
teners to this program 
reached the almost un- 
believable total of 85% of 
the farm and city folks in 
Waterloo’s shopping area. 
It is natural that an institu- 
tion like Blacks’s — an in- 
stitution that is rooted deep 
in the lowa way of life — 
should render a news serv- 
ice to their host of friends 
and customers in this area. 


came in. Yes, Jim Black was a tremendous influence 
in building the good-will that is Black’s. His suc, 
cessors have carried it on. They have found through 
KXEL a neighborly and friendly voice—a mass 
sales and good-will builder which in a measure 
takes the place of that enterprising young man 5] 
years ago. As James Graham, President of Black’s 
today says: “KXEL has shown us the path to success- 
ful use of radio in department store operation. A SS 
survey recently made convinces us that our cus- : 
tomers in the city as well as rural areas listen and 

act on our programs over KXEL. We have found ; 
that a department store can profitably use radio.” - 


BROADCASTING CO., Waterloo, lowa 


Studios in Waterloo and Cedar Falls, lowa 


=, 


REPRESENTED BY 


JOHN BLAIR 
& C0. 
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1902, and is not an English publica- 
tion. The commission also said that 


| Britannica does not have the British 


point of view, and is “in fact, more 
widely used than Americana.” The 
complaint also states that prices 
quoted as “introductory” by Amer- 
icana salesmen are not limited to a 
selected few persons or certain 
prominent citizens as represented, 
but are the regular and customary 
price. 


Poyntz Adds to Staff 


Claude Nash, formerly with Hugh 
C. MacLean Publications Ltd., and 
T. Eaton Company Ltd., and George 
Birkett, formerly with Brigdens 
Ltd. and Richardson - MacDonald 
Advertising Service Ltd., Toronto, 
have joined Alford R. Poyntz & Co., 
newly-established Toronto agency. 


Joins Conover-Mast 

William O. Shepard, formerly 
with Curtiss-Wright Corporation, 
has joined Conover-Mast Publica- 
tions, New York, as technical editor 
for Aviation Maintenance, new pub- 
lication which makes its initial ap- 
pearance this month. 


Olson to Olmsted, Foley 


Everett T. Olson, formerly adver- 
tising manager of Minnesota Lin- 
seed Oil Paint Company, Minne- 
apolis, has been named an account 
executive with Olmsted & Foley, 
Minneapolis agency. 
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TRANSPORTATION, 
EQUIPMENT, MATERIALS, 
AND SUPPLIES 


THE ONLY ABC-ABP PUBLICATION 
REACHING THESE EXECUTIVES 
Everyday Working Tool in Shipping 
and Transportation 


SUBSCRIPTIONS $15.00 A YEAR 
(52 issves) 


OVER 80% RENEWALS 
Write for Specific Market Data 
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Schuyler Hopper Opens 
Advertising Agency 


Schuyler Hopper, author of the 
“Guide to Effective Wartime Ad- 
All” 
Associated Business 
Papers, has resigned from the But- | 


vertising” and the “Tell 


campaign of 


Industry’s Future 
Viewed by Key 
Liquor Executives 


York, Nov. 


New 23.—A sympo- 


terick Company to open his own|sium by advertising managers of 


New York agency, with offices ais 


11 W. 42nd St. 


Mr. Hopper was at one time with 


the Erickson Advertising Agency. 


leading distillers and key figures in 
the liquor industry presented a 
comprehensive picture of all angles 
of that industry in the eleventh 
annual wine and spirits number of 


“Sh! The general is listening to 
his favorite program over WFDF 


Flint Michigan.” 


the Journal of Commerce, titled 
“The Liquor Industry Views the 
Future,” recently published. 

What the industry can and must 
do to retain public good will was 
outlined by W. W. Wachtel, presi- 
dent, Calvert Distillers Corporation, 
who held that current unfavorable 
publicity is due to factors beyond 
the industry’s control. 

A three-point program designed 
to help retailers adapt their enter- 
prises more accurately to the 
wartime situation featured the 
comments of Victor A. Fischel, vice- 
president and general sales man- 
ager, Seagram-Distillers Corpora- 
tion, who pointed out the value of 
business paper advertising. George 
E. Mosley, Seagram’s advertising 
manager, declared that the demands 
of wartime have put advertising to 
a severe test and asserted it is com- 
ing through with flying colors. 

G. Allen Reeder, Carstairs adver- 
tising manager, revealed that most 
whisky advertisements are lucky to 
be read by one person in three, but 


added that he is a firm advocate of 


|highly repetitive advertising. 


Backs Government Drives 


The role of advertising in pro- 
moting the various government 
campaigns was dwelt upon by 
Edgar E. Guttenberg, Calvert’s ad- 
vertising manager, who _ asserted 
that his company’s advertising pol- 
icy for the past year has been to 
devote not merely an occasional 
advertisement, but a major portion 
of its program to war-effort appeals. 

John M. Wyatt, director of sales 
and merchandising, Schenley Dis- 
tillers Corporation, told of men, 
experienced in marketing, mer- 
chandising, advertising, sales pro- 
motion and public relations, who 
have striven hard to build up and 
perpetuate an industry that had the 
sanction of the American people at 
the polls. 

Today’s uncertainties more than 
ever emphasize to the trade the 
importance of soundly progressive 
policies animating advertising and 
merchandising policies, said Jose 
Bosch, vice-president, Bacardi Cor- 
poration of America. Mr. Bosch 
declared that his company’s cur- 
rent advertising program has been 
geared to the public’s natural re- 
sponse to color and beauty, quick- 
ened by a wartime desire to take its 
mind off today’s problems. 


Two-Way Job 


How the entire concept of the use 
of advertising in the sale of whisky 


had to be revised with the outbreak 
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It Is A Wise Father That 
Kk His O Child 
It is a wise station, too, that knows its own market. 
In the “Heart of America” 51% of the population 
is urban—49% rural. There’s no half-hearted Kk M B C 
selling on KMBC, for this is the one station that 
takes both sides of the story into consideration. of 
This plus long established personalities reap rich KANSAS CITY 
dividends for KMBC with increased listening PREE & PETERS. INC: 
tune-in—thereby, with greater returns for KMBC 
advertisers. 
SINCE 1928 THE BASIC CBS STATION FOR MISSOURI AND KANSAS 


|of war highlighted the remarks of 
|\K. H. Seidel, advertising manager, 
Stagg-Finch Distillers Corporation. 
In the last two years, whisky adver- 
tising has swung to a combination 
of reminder copy, preserving iden- 
tity and good will of nationally 
advertised brands, and at the same 
time has done a consistent job of 
explaining the supply situation, said 
Mr. Seidel. 

Despite all that the distilling com- 
panies are doing to aid the war 
effort, the consumer in too many 
cases is still under the mistaken 
impression that the industry is 
still able to distill new spirits, said 
S. D. Hesse, director of sales pro- 


motion, advertising and merchan- 
dising, Schenley Distillers Cor- 
poration. This is the matter for 


prime consideration today when we 
think of our advertising, said Mr. 
Hesse, and the consumer should be 
informed at every opportunity. 

Herbert W. Evenson, general sales 
manager, Park & Tilford, outlined 
five points based on his company’s 
103-year history, whereby the re- 
tailer may protect his interests. He 
will use the advertised, familiar 
quality brands to best advantage 
by displaying them as often as pos- 
sible, was one of the five points in 
Mr. Evenson’s program. 

Some well known brands, on 
which several million dollars have 
been spent for advertising, will be 
irreparably damaged if the practice 
of “get-rich-quick at any cost” is 
followed, said J. B. Gosch, Ron- 
rico Corporation. Ronrico will not 
bottle rum unless it measures up 
to rigid standards of excellence, Mr. 
Gosch said, adding that he hopes 
the numerous non-advertised raw 
products now cluttering the market, 
regardless of where they come 
from, will soon disappear. 


STUDY REVEALS PICTURE 
OF LIQUOR SUPPLY 


New York, Nov. 23.—Convinced 
that there is a good deal of misin- 
formation and confusion prevalent 
inside and outside the industry 
about the domestic liquor (U. S. 
only) supply situation, Allied 
Liquor Industries has made known 
the results of a study by its research 
and statistical bureau. 

During the month of September, 
1943, 4,879,298 tax gallons of whisky 
were withdrawn, according to the 


Advertising Age, November 29, 1942 


study, which is 50% less than in 
September, 1942. For the first nine 
months of 1943 as compared wit) 
the like period of 1942, distille, 
have withdrawn about 72%% o; 
what they withdrew in 1942, ang 
about 8042% of 1941. 

The amount of whisky withdraw) 
during the first four months th; 
year compares favorably with with- 
drawals in the respective 1942 ang 
1941 intervals, but in May, 1943 
distillers started to husband their 
whisky stocks more carefully. [py 
the five-month period from May 
through September this year, wit. 
drawals aggregated only 58% of 
withdrawals in the like 1942 period. 
and 63% of the amount taken out 
of warehouses during the 1941 May- 
September period. 

Trade and press reports indicate 
that whisky is currently being ra- 
tioned by distillers at about 65% to 
70% of 1942 amounts, the study 
says. 


Uses Giant Spectacular 


On a painted bulletin 60 feet long 
and 15 feet high, the Los Angeles 
Times is reproducing its front page 
30 times actual size. The headline, 
set in letters three feet high, is 
claimed to be the world’s largest and 
is changed daily to feature “today’s 
headline.” J. Walter Thompson 
Company handles the account. 


Mosher Names Eastern 


Mosher Electronic Control Sys- 
tems, maker of electronic devices 
for feed regulation, bin and tank 
level indicators and other purposes, 
has placed its account with Eastern 
States Advertising Agency, New 
York. Business papers and direct 
mail will be used in 1944. 


Fitzgerald to Bell 


Stephen E. Fitzgerald, assistant 
director of operations of OWI’s 
domestic branch, has joined Bell 
Aircraft as director of public rela- 
tions, succeeding Fred R. Neely. 


Kennedy Joins McKim 


Hugh L. Kennedy, formerly with 
the Financial Post in Toronto and 
Montreal, has been named an ac- 
count executive in the Montreal 
office of A. McKim Ltd. 


ONE OF THE WATION’S FASTEST 


THE PACIFIC COASTS 


322 MARKET... 


1943 RETAIL SALES UP 35% OVER 1942 FIGURE OF $306,000,000. | 


1943 TRIBUNE DAILY CIRCULATION UP 17,545—17.2% GAIN OVER 1942° 


1943 POPULATION EXCEEDS 638 000—24% CAIN OVER 1940 CENSUS. 


nating newspaper. 


pay 119,587 


Setewerrt fbeecreTE® Pants 


Member 


WILLIAMS, LAWRENCE & CRESMER CO 
National Representatives Including Sunday Magazine Section 
Comics METROPOLITAN SUNDAY NEWSPAPERS, INC 
AMERICAN NEWSPAPER PUBLISHERS ASSN 


1943 TRIBUNE SUNDAY CIRCULATION UP 14,580—13.2% GAIN OVER 1942° 
"AB. Publishers Statement 6 months period ending Sept 0 1943. over similar period 1942 


Metropolitan Oakland Market through the columns of its domi- 


sunoay 124,245 


| 
| 
Reach the thousands of ABLE-TO-BUY* FAMILIES in the | 
| 
| 
| 


ABC. Publisher's Statement, September 30. 1943 


@akland abS Tribune 
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OU are seeing right now what America 
can do when she pours her whole spirit into 
a job, even if that job be war. 


Think what prodigies of benefit we can win 
for ourselves and our children, if with equal 
drive and purpose we tackle the opportunities 
of peace! 


We have done that before, you know — over 
a wondrous 150 years — in which we rocketed 
from hardscrabble beginnings to our place 
now as the No. 1 nation on this earth. 


We can do it again — this time with the whole 
world as our suppliers and customers — if 
inspired by the same vision we keep our faith 
in what free men can do, given a chance. 


There is no higher mission for the serviceable 
American newspaper than to illuminate that 
vision and vigilantly to guard for its readers 
the freedom which keeps it alight. 


In more than a dozen of the great key cities 
of the nation Hearst Newspapers shoulder a 
major part in this task — wholeheartedly, as 
the people who rely on them for news and 


guidance are well aware. 


Who are these people? The backbone of 
dynamic America — the decent, honest, diligent, 
on-their-way-up people — the purposeful mil- 
lions who mean to get somewhere, and prefer 
to earn their way. 


Faithfully, in peacetime as in war, Hearst News- 
papers have served them, and it is only natural 
that these nearly 5,000,000 families now should 
hold our papers in special regard. Thus: 


THE WORLD'S FIRST REAPER 
Public Test of 
Cyrus Hall M°Cormick’s Invention 
Steele's Tavern, Virginia, July 1831. 


From the N. C. Wyeth painting. 


If it is on-the-minute, accurate news they want, 
they look to Hearst Newspapers first. 


If it is authentic inter pretation of events or 
trustworthy editorial counsel they want, they 
look to Hearst Newspapers first. 


If itis features, news pictures, cartoons, column- 


ists’ comment, society, sports or business news 


Courtesy International Harvester Com 


they want, they look to Hearst Newspapers 


first. 


There is a lesson here which no sensible ad- 


vertiser with an eye on the future will ignore. 


It is simply that in planning marketing pro- 
grams to reach these people, he should look 
to Hearst Newspapers first, as do they. 


th o the comic hich b be- 
en into the comic pages which have be eee yn 


SOURNALISTIC FIRSTS BY HEARST NEWSPAPERS 


In the great and varied tasks of making the modern newspaper interesting, interpretative, entertaining and service- 
able to the public, Hearst Newspapers have a record of pioneering accomplishment which includes these “firsts” : 


It was Hearst Newspapers that first used the use of color in news and editorial It was Hearst Newspapers that first used 
photographs as a part of mews-story coverage. columns. regular by-line writers and columnists to 
I H N ; F provide specialized coverage of important 
» t was earst Newspapers that first nies aol P M ‘ } . 
It we Hearst Newspapers that first det el- full time fore 1g” orrespon deni [oO asine wae enlace ° 7 en namie, _— Aha 
- « +3 ie “ ¢ ; f , f of 
be cart > . erlainment, soctety, etc. 
oped the cartoon into a regular strip, and fall coverage of sews from beyond or 


come such a factor in American life. and developed the idea of special feature 
lt was Hearst Newspapers that developed uch as serial stories, household hints 
lt was Hearst Newspapers that pioneered the first complete Sunday supplement umns, cooking news, etc. 


It was Hearst Newspapers that first used 


HEARST N EWS PAPERS 
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Serving the American People— their Freedom, Security and Progress — by pa them trustworthy News, 


NEW YORK JOURNAL-AMERICAN 
Evening and Sunday 


NEW YORK MIRROR 


Morning and Sunday Evening BOSTON ADVERTISER 

CHICAGO HERALD-AMERICAN BALTIMORE NEWS-POST Sunday 
Evening and Sunday Evening 

DETROIT TIMES BALTIMORE AMERICAN PITTSBURGH SUN-TELEGRAPH SEATTLE 
Evening and Sunday Sunday Evening and Sunday 


LOS ANGELES EXAMINER 
Morning and Sunday 


LOS ANGELES HERALD-EXPRESS 


aiid —— 


BOSTON RECORD AND AMERICAN 


nce eee eo ee 


SAN FRANCISCO CALL-BULLETIN 


ae ‘ eae ee 
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Comment, Counsel, Entertainment, and Advertising. 


OAKLAND POST ENQUIRER 


Morning and Evening Evening Fvening 


SAN FRANCISCO EXAMINER 
Morning and Sunday 


MILWAUKEE SENTINEL 


SAN ANTONIO LIGHT 
Fvening and Sunday 


Morning and Sunday 


Morning and Sunday 


POST-INTELLIGENCER ALBANY TIMES-UNION 


Morning and Sunday 
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Points Out Problem 


for Space Rationers 


To the Editor: On one page of 
the Sunday New York Times ap- 
pears the small clipping stating that 
28 columns of display advertising 
and an undisclosed amount of 
classified advertising have been 
omitted from the issue because of 
newsprint limitations imposed by 
the War Production Board. So far, 
no quarrel. The position of the 
Times, like that of every other pub- 
lication, is understood with sym- 
pathy. 

But understanding vanishes when 
you try to reconcile that situation 
with the full-page Bloomingdale 
advertisement which appeared in 
the same issue. Such advertising 
would be of dubious value even in 
the most lush days of peacetime; in 
fact, it cannot be justified except 
by mumbling, “Remembrance value 
and cumulative effect.” 

How it can be explained today— 
by either Bloomingdale’s or the 
Times—is beyond my figuring. Ob- 
viously, it would be impossible to 
create a full-page advertisement 
with less information or value to 
the public than this. 

Surely, during a period of war- 
time and of paper restrictions, there 
can be no excuse for any advertis- 
ing that does not convey a definite, 
worthwhile message. And I am not 
pointing the finger at institutional 
or inspirational copy; I am talking 
about the type of advertising that 
is exemplified by this beauty from 
Bloomingdale’s. 

This type of advertising, and the 
acceptance of it by the publication, 
almost begs for an editorial on your 
part. I believe you can render a 
valuable wartime service by driving 
home the necessity 


other fellow the space instead of 


of giving the | . 
| Southern California Chapter of the 


wasting it, and of pointing out to! 


advertisers and media the 
tance of properly 
discharging their 
the public. 


impor- 
appraising and 
responsibility to 


A. E. NAck, 
Advertising Manager, Doehler 
Metal Furniture Company, New 
York 
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Booklet Shows Historic 
Drinking Vessels 

To the Editor: “Here's looking 
at you!” How many times you have 
heard the expression. But do you 
know how it originated? 

Peculiarly enough, in the days 
when the expression was first used, 
it was literally true. 

Interesting things like this, and 
strange customs of many a bygone 
era—as far back as 800 B. C.—live 
again in the pictures and descrip- 
tion of historic drinking vessels 
you'll find in the book that accom- 
panies this letter. 

The book with its 32 pages in full 
color, was irfspired by the private 
collection of antique drinking ves- 
sels owned by Francis Fowler, the 
president of the Southern Comfort 
Corporation, St. Louis. 

All the drinking vessels pictured 
and described in the book—from 
the personal chalice of Rasputin, 
the mad monk of Czarist Russia, to 
the gorgeous marriage cup of Mun- 
taz Mahal, whose tomb is the 
famous Taj Mahal of India—are 
from this outstanding collection. 

The Fowler collection may be 
loaned for public showing in cities 
or communities where the residents 
are interested. Inquiries should be 
addressed to the curator of the col- 
lection, Southern Comfort Corpora- 
tion, 2121 Olive St., St. Louis 3. 

A. J. SPOERL, 

Vice-President, The Cramer- 

Krasselt Company, Milwaukee 
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Forms Plan for 


Advertising Advertising 


To the Editor: A pool of opinion 
at the recent regional convention 
of the Southern California Chapter 
of the Four 


A’s resulted in this 
established fact that advertising 
should take some of its own medi- 
cine now! There are various groups 
in the advertising business who are 
doing a fine job of making known 
the merits of advertising. But the 
leaders at the convention felt that 
an over-all job should be under- 


taken at this time. For this reason, 
I have formulated a plan to “adver- 

the advertising business.” It 
contained in the following letter to 


tise 


ito make 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


OUT OF BALANCE? 


tr4 c= 


= ESt ie = 


A reader finds it hard to reconcile this 
full-page department store copy, whose 
message is "Meet Christmas at this cor- 
ner," with the announcement in the same 


issue of the newspaper that 28 columns 
of display advertising had to be omitted. 


Frederic Gamble, managing direc- 
tor of the Four A’s, a copy of which 
is appended. 

I would appreciate your construc- 
tive viewpoints on this matter, as 
well as editorial comment in order 
that we may obtain the reaction of 


advertising men throughout the 
country. 
Under separate cover we are 


sending you a pressbook covering 
the Convention in Miniature of the 


American Association of Advertis- 
ing Agencies, Oct. 22, 1943. 

The pressbook includes tear 
sheets of stories in the Los Angeles 
papers, plus the program, invita- 
tional announcement, return card 
and ticket to the convention. 

You will note that the Los An- 
geles papers gave considerable 
space to your arrival and speech, 
which is a tribute to you as a 
national figure and as the official 
representative of the Four A’s. 

Plans are being worked out now 
pressings of the all-day 
recordings by the four major net- 
works. We will send radio repro- 
ductions to you when they become 
available. 

It was my great pleasure to 
handle the convention publicity. 
But, as I pointed out to you, the 
large amount of space given us was 
due to the subject matter—adver- 
tising. 

Excellent cooperation was _ re- 
ceived from the heads of the various 
media because 1 asked for conven- 
tion publicity on the basis of giving 
advertising the recognition that is 
due it. They were in complete 
agreement with me that advertising 
men do not take their own medi- 
cine; that with college theorists 
claiming that advertising is uneco- 
nomic, with grade labeling rearing 
its ugly head in Washington, with 


groups shouting that advertising 
appropriations in wartime § steal 
from the VU. S. Treasury—some- 


thing should be done about it. 

The publicity in the pressbook is 
prvot that something can be done 
about it. If the public recognizes 
that advertising is the invisible in- 
gredient that smoothes the American 
Way—if it is shown that advertising 
(which functions in market re- 
search, distribution and marketing) 
is the basis for mass sales and con- 
sequent mass production, and ac- 
countable, in great measure, for the 
American high standard of living— 


then advertising will assume a} 
larger importance in the eyes and| 
lives of individuals throughout the 
country. Washington legislators and 


| bureaucrats, too, will have a better | 


understanding in approaching mat- 
ters pertaining to advertising. 

As discussed with you, I offer the | 
following program to be undertaken 


by the Four A’s. 

1. That the American Associa- 
tion of Advertising Agencies inau- 
gurate an informational campaign 
to acquaint the public with the 
values of advertising. 

’ 


2. That you, as managing direc- 
tor, assume the same position in the 
advertising business that Will Hays 
occupies as head of the Association 
of Motion Picture Producers and 
Distributors of America. 


3. That a permanent committee 


to “advertise the advertising busi- 
ness” be headed up by the Four A’s, 
both nationally and regionally. Na- 
tionally and territorially, the com- 
mittees would be composed of rep- 
resentation from the Four A’s, plus 
representation from media and 
crafts. The various branches of 
media could be represented by 
associations. To name aé_e few: 
ANPA, NAB, NBP, ABP, PPA and 
APA. 

4. That no direct expense be in- 
curred for advertising, but the pro- 
motional campaign be done along 
the lines of War Advertising Coun- 
cil drives. Contributions toward the 
expenses of organization and over- 
head can be made by agencies, 
media and craft groups. 

EDWARD R. HALPERIN, 

Press Relations, Southern Cali- 

fornia Chapter, American Asso- 

ciation of Advertising Agencies, 

Los Angeles. 
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‘Good House’ Dropped 
Seals Voluntarily 


To the Editor: In your issue of 
Nov. 22, Page 16, under the heading 
“Drop AMA Seals on All ‘General 
Purpose’ Foods” there appear two 


, Statements about Good Housekeep- 
ing’s seals that we would very much 
like to have corrected. 

Specifically, the two statements 
are “In the most sweeping action 
since Good Housekeeping dropped 
its famous seals in accord with an 
FTC mandate” and “Decision to 
drop the seal on many nationally 
advertised products was not unex- 
pected since the FTC in May 1941 
ordered Good Housekeeping to give 
up its Good Housekeeping Institute 
Seals of Approval.” 

Actually there was nothing in 
our FTC order which prohibited 
Good Housekeeping from granting 
the use of its seals to manufactur- 
ers—in fact the order expressly per- 
mitted us to continue our Institute 
“Tested and Approved” seal and 
our Bureau “Recommended” seal. 

Our decision to drop the two seals 
and to issue our present guaranty 
seal was occasioned by the fact that 
the many changes in products 
caused by the national defense pro- 
gram was placing too heavy a bur- 
den on our laboratory personnel 
and equipment under our policy 
which requires the manufacturer to 
submit his product for retest when- 
ever material changes are made. By 
issuing the one seal, and limiting 
its use only to advertisers in Good 
Housekeeping, we were able to ma- 
terially reduce the number of prod- 
ucts previously tested and investi- 
gated and maintain our laboratory 
procedures with no lessening of our 
standards. 

I enclose copies of two letters, 


Advertising Age, November 29, 194), 


the one dated June 6, 1941, in whic} 
we announced the continuance o; 
our Institute and Bureau seals, f,|- 
lowing the receipt of our FTC 
order, and the other dated Aug. 
1941, in which we announced 1, 
establishment of our new guaran‘, 
seal. 
WARREN C. Acry, 
Publisher, Good Housekeeping, 
New York. 


a Me 


Job for the 30°, 


To the Editor: I was readin 
your Nov. 15 issue last night (be. 
tween 10 and 11 p. m.) and came 
to your editorial headed, “What's 
Free Enterprise?” 

Can you tell me where I cap 
obtain the details of Dr. Gallup's 
poll that revealed that 70% of the 
people do not know what is meant 
by the term “free enterprise”? | 
would like to get the details very 
much. 

It has been my contention for 
many years that “ignorance rules 
the world”—and Dr. Gallup’s pol] 
apparently proves that such is the 
case unquestionably. Of course, 
there is plenty of other proof— 
especially in the political field. It 
looks like the 30% have a big job 
ahead of—shall I say—us? 

HARLAN R. Morais, 

Harlan R. Morris Survey of 

Ideas, Stockport, Ia. 

[Editor’s Note: Reports on Gallup 
research activities may be obtained 
by writing the American Institute 
of Public Opinion, Princeton, N. J.) 


Tie Gee Be Fe 


* Bit Se?’ 
. o ; 
As _ % - 
%, : Pog fo . “ts x . - 
SS (A giao. Seo 
> ee ah " By | “504 ~~ «nee 
f “t —— hae ; oy ~ me 
“4 e ilies . * ; Lx 
BAY STON ate Reg. ** ae 
a es “ ~~ 2 market of alk 


ec 


at 


« 


Statistics can 


in the nation 


contracts are 


The R & T 
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* Be gin... 


be stupefying things. 


But not when they add up to those good words 
that end in “EST” — biggest, best, highest, riches/ 
and, most cheerful in these trying times, steadies/ 


R & T Llowa’s “ESTS” mark a sales manager's 
dream. One of America’s twenty top retail mar 
kets stabilized on the steadiest sources of incom: 
... an urban paradise where mone) 
is spent with speed, where merchants, whole 
salers and manufacturers reap a rich harvest. 


No sudden Armistice can kick out the props tha: 
hold up the R & T lowa supermarket—its wa: 


less than its farm income, the high 


est in the country... less than the wealth created 
each year from the richest land in the world . . 

wealth that keeps lowa cash registers clicking as 
it pours through R & T Iowa cities and towns 


Iowa market is bounded by printed 


pages whose readers are sales prospects tha‘ 
count. They have faith in the paper which has kep' 
faith with them since 1856. They rely on it fo! 
news of people and news of products. 


Today R & T Iowa is one of America’s 20 
best urban markets. For the duration and in the 
postwar period, it is likely to be the steadies' 


Alert sales management is making 


sure of sales in postwar tomorrow by campaign- 


lowa today. 


lf R& T lowa isn't in your top 
20 urban markets, someone has 
missed the surest postwar bet. 


Re 1OWA_ 


A STAT. = URBAN MARKET .@. COVERED 


BY AS T@-READ PAPER 
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- FOR CULTIVATING POWA PAYS ALWAYS 
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CASTINGS 

A new type of calipering 
gauge developed by Stanley 
Crawford, raw-material in- 
spector of RCA’s Camden, 
N. J., plant, is now saving 
from the junk pile 13 out of 
16 hollow castings formerly 
rejected because of faulty 
coring”. 


FLIGHT INSTRUMENTS 

A time saving field-checking 
set that tests a bomber's 
flight instruments just before 
the take-off has been de- 
veloped by Ed Tracy, RCA 
Manufacturing Co. In three 
minutes a bomber can be sent 
off, guaranteed to unload its 
eggs where they are aimed. 


PRECISION GRINDING 

Joe Kautsky, 63-year-old tool 
maker with Link Belt -Com- 
pany, figured out a new kind 
of spindle-nose attachment 
that fits all sizes of precision 
grinders, and thus enables 
them to be kept in round-the- 
clock service, working on 
parts of different sizes. 


TANK GUNNERY 

Clinton R. Hanna, Westing- 
house research worker, de- 
veloped a stabilizer that 
makes it possible for a tank 
to hit a target two miles 
away while roaring full speed 
over rough ground. His de- 
vice helped rout Rommel. 


AIRPLANE ENGINES 

Out at the Packard Motor 
Car Company, rookie ma- 
chinist George Smolarek 
startled the engineering ex- 
perts by “telescoping” three 
operations into one and thus 
greatly speeded up produc- 
tion on British Rolls-Royce 
engine parts. 


SHELL FUSES 

By combining a number of 
tools iato one, Borg-Warner 
machinist Dan Mallett came 
up with a new kind of 
counterbore tool that cracked 
open a bottleneck in fuse- 
body production. These fuses 
detonated the shells the 
Yanks dropped on Bizerte. 


never heard of will help 


The Desert Fox had Montgomery backed up 
against Alexandria about to blast him with those 
invincible German ‘88's’. Then he would sweep 
all North Africa bare of those British with a thou- 
sand fire-belching tanks flying the black swastika. 


“Heil Hitler!’ 


That was October 22d, 1942. Thirty-six hours 
later a Rommel dispatch to Hitler read: 


"Two-thirds of my tanks destroyed by new secret 
weapon of the enemy. Making a strategic with- 
drawal to Halfaya Pass.” 


The British Eighth Army had done ic. 


But not alone. Six thousand miles away in the 
buzzing war shops of the U.S.A. ten mechanics and 
engineers had each supplied an idea certain to make 
Shickelgruber sizzle. 


There was Clint Hanna and his gyro-stabilizer 
for tank guns. Dan Mallett and his counterbore 
tool that broke a bottleneck in shell fusebodies. 
Joe Kautsky who found a way to speed up pre- 
cision grinding. There was. . . 


WPB selected ten such factory-front heroes for 
special honor. Hitler never heard of them. But these 
ten men stand as a stalwart symbol of the other 
thousands of unknown men whose Yankee ingenu- 


NEW YORK . 


CHICAGO . 


ity builds, as General Arnold phrased it, “The 
greatest weapons on earth for our fighting men.” 


GREAT STUFF—INGENUITY 
It's courage. It’s curiosity. 


It’s the unbeatable combination of both that 
builds ‘“‘doers” like Kaiser, Ford, Higgins, Don 
Douglas, Tom Girdler. 


It’s the vital ingredient in American industrial 
progress, war or peace. 


It's the something that makes guys like Clint 
Hanna, Dan Mallet, Joe Kautsky, and their com- 
patriots tick. 


It's the spark that makes men so eager to learn 
HOW to get things done. 


And . . . it’s the state of mind that causes some 
700,000 citizens of this calibre to select as their 
preferred monthly reading one unusual publication. 


THE “HOW MAGAZINE” 


Its name is POPULAR SCIENCE Monthly. It's the 
news-picture magazine of science and industry 


It serves this 700,000 audience by keeping it in 
formed of new developments and ideas 


An audience made up of men in all kinds of jobs 
.. . presidents of industrial companies, plant super 
intendents, engineers, electric welders, etc., et 


DETROIT . 


SAN 


FUEL TANKS 

Because James A. Merrill, a 
Goodyear chemist, has found 
a new and highly secret use 
for women’s stockings, Allied 
planes will still be able to 
wing their way home long 
after their gasoline tanks have 
been plugged full of holes. 


WELDING 

The day after Pearl Harbor, 
music-teacher Herbert James 
patriotically became a steel- 
mill worker at National Tube 
Co.—and then he went all out 
by discovering a new and bet- 
ter way of welding tungsten 
carbide tips to big shell-turn- 
ing tools. 


COLD WELDING 


FIELD TELEPHONES 
Madison E. Butler of Strom- 
berg-Carlson, contributed to 
the war effort an automatic 
lamp indicator which, in the 
testing of Army field tele- 
phone switchboards, has re- 
sulted in the saving of some 
11,000 man-days of precious 
production time. 


Ten men’ Hitler 


But an audience of only one kind of man... 
a mechanically-inquisitive man who wants to knou 


HOW to get things done! 


An audience of intensive readers about new 
products... first buyers... enthusiastic, voluntary 
salesmen with friends and neighbors. 


An audience hardly touched by any mass magazine 
or news-weckly. 


An audience you can reach as 4 unit only through 
POPULAR SCIENCE Monthly. 


*T hese ten men and their achievements were described 
in Nightmares to Order—for Hitler” in October, 1943 
issue of POPULAR SCIENCI Monthly. 


FACEMANLK HOR POSTWAR 


THE NEWS PICTURE MAGAZINE OF 


FRANCISCO . LOS 
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Walter Hill’s invaluable 

process of cold-welding metal 

hasn't begun to be exploited. 

To date it has merely saved 

millions of pounds of copper, ' i 
besides markedly increasing 

the range and accuracy of one 

of our automatic weapons. 
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30 
N&med Wieboldt Head 


Samuel L. Hypes, formerly vice- 
president and a director of Wieboldt 
tores, Inc., Chicago, has been 
elected president. He became asso- 
ciated with Wieboldt’s in 1936, 
having previously been with Mar- 
shall Field & Co. Elmer F. Wie- 
boldt, who retired as president, will 
remain as a director. 


Issues Educational Aid 


A catalog of business-sponsored 
educational materials — pamphlets, 
bulletins, wall charts, films, slides, 
cards, samples and demonstration 
devices—has been issued by the 
Committee on Consumer Relations 
in Advertising, New York, for use 
in schools, colleges and adult educa- 


Advertising Age, November 29, 1943 


The 


This diary embraces the observations and reflections of one of America’s 
most prominent and widely known advertising men. 
ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 
direction” of any kind. The author is glad ‘to receive comment, but can- 


ee 


Diary of an Ad Man 


It is presented in 


tion programs. 


GEORGE WASHINGTON WAS NOT 
THE FIRST PRESIDENT OF THE U.S." 


not answer letters, except as he may find it appropriate to do so through 
the column, 


November 15. Not long ago I recorded 
here some observations on the sensitivity 
of Congressmen to small town newspapers. 
The Bankhead bill, appropriating $15,000,- 
000 of the taxpayers’ money for advertising 
handouts to such papers, proves the point. 
One Senator who voted for this racket 
admitted privately that it was all wrong, 
but said he couldn’t withstand the pressure 
from these small papers in his state. The 
publishers who are back of this pressure 
are doing advertising a great disservice in 
promoting its use by government on this 
political basis. And doing themselves a 
great disservice, too, in the unfavorable bd 
attention they are attracting among legiti- 
mate advertisers. 


experience in point today, which I hope 
was not typical. For months I have been 
trying to make one very large corporation 
see the potential in one sideline of their 
business. This afternoon I was told that 
their directors admit that the possibilities 
are probably there, but have decided to 
hope that somebody else will develop them. 
Too tired, it seems, to do it themselves. 
Yet I have heard the same men damn the 
New Dealer who contends that business 
will no longer do the risk-taking that a 
dynamic society must have. 


November 19. It was Herbert Spencer, 
I think, who told of the consternation with 
© which an English reform organization re- 


ceived the news that Parliament had 
November 16. I have recently had an _ passed a bill for which it had fought for 
opportunity to note the results from two 


\ , v twenty years or so. That left the organi- 
campaigns—one in newspapers and one in zation with nothing to do and nowhere to 


magazines — where the advertisers have go. We are due to see the same phenome- 
been persuaded to stick to one theme and non in many war agencies, public and pri- 


one style of presentation for more than two vate, and their efforts toward self-per- 
years. There is evidence in each case that _petuation will be instructive and amusing 
the impact of the advertising on its public to watch. They ought to get in touch 
has steadily increased in force. We too with the Association of Trade Association 
often underestimate the value of such con- Executives, whose members are experts in 
tinuity. Advertisers who wouldn’t think of devising fresh issues worth fighting for. 
changing a radio personality, or the prod- 
uct personality projected through a pack- e 
age, will switch their printed advertising 


AND —no “OUTSIDE” STATION CAN 
POSSIBLY BE FIRST IN THE GRAND RAPIDS- stag olen at easly har 
7 KALAMAZOO AREA! a 


November 20. Ran into Ed Noble, the 
Life Savers king and Blue Network mogul. 
As soon as the war is over I would like 
to see Ed given a contract to — or 

: United States Government. e wou 

November 17. Had an evening of good : : : 
talk with a man who has undertaken one have us out of the red in no time. 
of the most interesting assignments I ever * 
heard of. He is out to explore, for a dis- 
tinguished group, how the processes of 
invention and discovery are speeded up or 
retarded in a modern society. In essence, 
this is to determine what produces the 
largest number of creative men, and what 
encourages them to function. He can 
range far and deep on that one—as our 
conversation did. 


Give it a few minutes’ thought, 
and you'll see that, regardless of 
| claims, no Chicago or Detroit 
radio station can possibly cover 
| the Western Michigan market. 


November 21. Some years ago, at a din- 
ner in England, I sat next to a man who 
conducted a successful children’s program 
on the BBC. In the course of the evening 
I discovered that he was also a baronet, an 
archaeologist, and the author of a history 
of India—the kind of range one so often 
finds among educated Englishmen. Brows- 
es age e ing through my bookshelves this afternoon 
condition that makes it virtually I ran across the copy of his history which 

impenetrable from such dis- sieocmber 18. One, oti Spettions he nae saat me, and oe a .~ one felt 

- . which came up in my friend’s conversation an inclination to read it. ound it a 

| Catenin BRQADEENNS ae ie Sl last night was whether the really big cor- schoiarly performance which _ illustrated 
porations remain creative, or whether they why we are sometimes handicapped in 
tend to get “sot in their ways.” Had an dealing with Englishmen on world affairs. 


Both cities are over 150 miles 
from the center of this area—and 
Western Michigan has a fading 


Besides, why should people in 
Grand Rapids and Kalamazoo 
1,488,609 better-than-average listen to any outside station? 
ae WEED bo ane aul onerw WKZO, with 5000 watts at 590 
other radio station, either ke., brings them the best of local 


The Kalamazoo-Grand 
Rapids area is the home of 
a 1,483,609 better-than-average 


os 
—— 


Two Join NL&B 


Sarles in New Post Wheeler in Higher Post 


“outside” or “inside” the 


Area. Write for “The Tale 
of Three Cities.” 


and CBS offerings—and with a 
strong, clear voice! 


Yes, Sir—all the above is subject 
to proof, and we'd be glad to 
submit it. Telephone Free & 


Clive R. Bishop has been hamed 
an account executive and John Kies 
an art director of Needham, Louis 
& Brorby, Chicago agency. Mr. 
Bishop was formerly assistant ad- 
vertising manager of the Public 
Service Company of Northern IIli- 
nois. Mr. Kies fomerly served with 
McCann-Erickson, Campbell-Ewald 


Frank B. Sarles, San Francisco, 
has been named western field edi- 
tor of Contractors and Engineers 
Monthly. Mr. Sarles has served 
with the Arkansas State Highway 
Commission, California Division of 
Highways and contracting compa- 
nies and, recently, as supervisor of 


Charles L. Wheeler, vice-presi- 
dent and general manager of the 
Lumber and McCormick Steamship 
division of Pope & Talbot, Inc., San 
Francisco, has been elected execu- 
tive vice-president and will assume 
the duties of president while Ma) 
George A. Pope Jr., president, is in 


Peters, or drop us a line direct. 
How about now? 


war construction projects. the Army. 


Company and Lord & Thomas. 


Gaylord Promoted 


Raymond E. Gaylord has been 
promoted to sales manager of 
all grocery products of Standard 
Brands, Inc., in Illinois, Iowa, Min- 
nesota, Wisconsin, Michigan, Indi- 
ana, Kentucky, Ohio and West Vir- 


*If you doubt this statement 
on this page—drop us a line! 


WKZO 


or any others 


CONCENTRATED COVERAGE 


LARGEST NEGRO MARKETS 


In the Middle West and Pacific Coast 
CHICAGO + DETROIT + LOUISVILLE - LOS ANGELES 


5000 Watts 
390 KC 
CBS 


ginia. Hig headquarters will be in Paid Cire. Negro Pop. 
Chicago. Chicago Defender (Chicago) 53,000 375,000 
. . P ° . ; Chicago Defender (National Edition) « 76,000 
covers ali Western Michigan, with studios in Michigan Chronicle (Detroit) , 22,050 193,000 
Humm Promoted Louisville Defender (Louisville) . 14,223 65,000 
“ Los Angeles Sentinel (Los Angeles) . - 12,000 100,000 
GR AN D R API Albert W. Humm, with the agenoy Los Angeles Sentinel (National) . 3,000 
an for the past two years in charge of 180,273 55000 


public utility and home appliance 
accounts, has been elected a vice- 
president of Hixson-O’Donnell Ad- 
vertising, New York. 


Concentrated Negro Purchasing Power in above Markets $517,558,434 Annually 
GEORGE T. HOPEWELL, National Advertising Representative 
NEW YORE OFFICE: 101 Park Ave. * CHICAGO OFFICE: 75 E. Wacker Dr. 


JOHN E. FETZER, President and General Manager 
FREE & PETERS, INC., Exclusive National Representatives 


Known the country over as smart 
merchandisers, Read Drug Stores 
can give you the answer on how 
to sell drugs in Baltimore. They use 
W-1I-T-H exclusively. Four: news 
. spots a-day. This is their second 
year on the station that’s listened 
to in Baltimore. 


W-1-T-H 


BALTIMORE 


TOM TINSLEY, President 
Represented Nationally by HEADLEY-REED 
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To make a marked contribution to the welfare 
of many people—that is the outward sign 
of greatness in a man, a business or product. 


ATNESS is a measurable thing 


Tuere Is only one source of greatness and that 


is The People. By vote at the polls or by pur- 


a 


' chase in the market-place they reject or accept, —— ¥ 4 
f condemn or approve. Only the worthy survives. fo® Asove ALL, the Mirror provides each 
‘ reader a ringside seat in the world NEWS arena. 

v * sie T | . The full services of AP, UP, INS and staff writers 
’ HE TREMENDOUS circulation of the see to that... complemented by staff lensmen 


Mirror can be construed as acceptance, approval, and every domestic and wire photo service of im- 
indorsement. More than 770,000 people daily and 
almost 1,700,000 Sundays buy the Mirror because 


they prefer it to any other New York newspaper. 


portance. In addition, the Mirror provides infor- 
mative and recreational features which canvass 
thoroughly the interests of people of all ages. 
For the Mirror 1s a friend to The Family . . . fast- 


AS 


‘ a 
’ -_—_~— 


K, 


reading as New York demands, crisp as a colo- 


Xy 
\ A. THE NATION’S third largest daily , | ; :, 
nel’s salute, atithentic as a Navy communique and 


ane seme erp Dunay eempapet, Gu Miaver entertaining as only the featureful Mirror can be. 


has cross-sectioned its- circulation area. Thus 


some of its readers are suburban home owners, Ps “iene 
=. x ‘ 

Qy 

“ 


others city apartment dwellers; some are wage- ee 


earners, others salaried folk or business heads; 
some wear mink, others cloth. But they all have 


this one thing in common: they read the Mirror! 


~ Yes eee 
the Mirror is a great newspaper. Few contem- 
poraries have achieved so much in so short a 


time; few in the postwar period will have better 


? standing with the public... and advertisers, too. . \ 
/ <A , 
a. ™\ “a 
. N JOURNALISM as in advertising 


productivity, the Mirror is one of the potent 
newspapers of now...a consistent contributor to 
the welfare of the many—a yardstick by which 


to measure that intangible: newspaper greatness! 


new york MIRROR 


Member of ASSOCIATED PRESS * UNITED PRESS * INTEKNATIONAL NEWS SERVICE © AP, INP & STAFF PHOTOS * MEDIA RECORDS 
ADVERTISING FEDERATION OF AMERICA * AUDIT BUREAU OF CIRCULATIONS * AMERICAN NEWSPAPER PUBLISHERS ASSOCIATION. 


4 


; : 5 ig ; hee age a Ee 5 ae ue oe Ye nae ae ea roa " Bi 52 Sar E : 3 go8 oy p : ee i ae Pa ai oe, Be 
3 
~~ ‘ 
SY 
te : 
* ee 
7". ’ tile 
+ ; 
®e, ' | 
~~ . 
*. : 
’ 2 
, 
’ ? 
\ / 
* 
. 
. ; e 
* ' F 
‘ : | ° 
' a 
ase ah : ~~ 3 
. ; iio 
‘ 
; ee ee 
me, 4 a 
Y i 
a / 
he ee 
~ 
~ 
“XN 
\ 
~ 
a 
‘\ 
ee y 
oe " 
‘ 
; Rati scrofa 
x. f — 3 
\Y ee 
‘ F * 
4 
tity, . ae 
™ ee — 
the yy : 
in ‘ | 
; ‘ 4 
me Pa / : 
laj ie 
in _ a 
ee 
~ , 
~ , 
‘d 
< | 
“‘ 
F 
a“ 
* 
i / st , \} ti Af Bian . 
) E rf ie 
— % ® a ve “ «< — na 
LP, ad ‘ on 
: 2” ie «<2 
M4 NYS >< ; “i 
a *, Sa — We Ce pe , J 
. s — : y - ; 
~ ‘ ® : A SBS pg i 
: ~y, ; mo c a 7 % # ‘ , 
on “i “ae f ” —_ 
~ , im . 
" ; ’ GF 
Ns as ce 
i “ / iz, Pe: 
‘ eee 
| § ' 
= 


A 


32 Advertising Age, November 29, 1943 


H ] I . WM Cabe ed - the National Association of Mar-| ing the introduction of a bill simjj. 
— “ Jo ca CA Mc Promot ys Public Demand garine Manufacturers admitted this|to the Fulmer measure in the ca 
i .? has poses — aun whan ae tc elgg tg I ] week, reviewing their disastrous|ate. The Fulmer bill, which wa, 

Ww OFT , as assis n on ’ ’ ff t th 1 ill " . : a 
Goldstein, director of publicity and| past seven years, has been named s On 4 Hope efforts to get e Fulmer bill} squashed by the House without the 


through the House agriculture com-|formality of completing hea; ngs 


for Margarine Bill mittee, dominated by the dairy in-| would have lifted all of the 57-yea,. 


special features. sales manager. 


oe age oe terests, foes of margarine. old federal regulations that hay 
Names R. T. O’Connell Hebert Joins CKML Washington, D. C., Nov. 24.—Sole| Revealing that the House has a|kept margarine at a competitiv | Io 
Select Cosmetics, New York, Fred G. Hebert, formerly with| hope for repeal of federal restric- 50-year old regulation that all bills| disadvantage with butter. Revula. “xt 
ufacturer of beauty prepara-|Southern Press Ltd., Toronto, has|tions on the manufacture and dis-|0n margarine must be handled by|tions in more than 40 states woyj 
tions, has appointed R. T. O’Con-| joined Metropolitan Broadcasting|tribution of margarine apparently|the agriculture committee, mar-|remain, however. 
nell Company as its agency. Service Ltd. rests on an aroused public opinion,| garine manufacturers were pessi-} A margarine bill in the Senatp 
mistic about the changes of any|would be handled by the Sena, 
new repealers, such as the Maybank | agriculture committee, headed py ~—— 
bill, now pending in the Senate, to|“Cotton Ed” Smith and consisting 
remove the 10 cents a pound federal | of 12 Democrats and 7 Republican; Wa! 


tax from margarine for the duration | Since it was a Republican bloc j, 
of the war. the House, combined with ty, 
_“If 218 members of the Congress} Democrats, that killed the Fulme 
sign a petition to discharge the] bill, margarine people believe th 
House committee on agriculure and| Democratic majority on the Senate 
bring a new Dill like the Fulmer| committee might act favorably o, 


ae A bill to the floor,” the association|the measure, and that passage 9 = 
said, “the possibility of passage|the bill by the Senate would hay 
seems reasonable.” This way, the|a favorable effect on Congress. _ 
nae association said, “will require con- 
oe - ie. sumer cooperation.” 


‘Buy Michigan’ 


- ; fe — aa Used Extensive Campaign 
Sh * The industry recently undertook Appeal to Replace 
= an extensive public relations cam- I di 7 = 
a paign, hiring Publicity Associates, n ividual Drives 


4 Inc., New York, to tell the margar- ‘ , 

; ; . THAN SECOND NneEwSPAPER Sa ine maker’s story to the public. The wig state ree See natin 
_— a eae ee eS pe se campaign involves no association) .ijiure, has announced plans ‘tor 
- in ns " advertising, but individual manu-| 1... of’ a new technique in A 
a facturers have been encouraged to ot sca iy 
THE DISPATCH - COLUMBUS SS acy hae eer aa a 


hee ucts of Michigan farms. 
gg ve margarine “as & product of| On the theory that there seems 
e farm. s 


see , little sense in seeking to stimulate 
The association is also encourag- consumption of dairy products ané 
other foods which are temporarily 
scarce, the Advertising Marketing 
Council contemplates, instead, 4 SV 
generalized “buy Michigan” cam. 
paign. It probably will emphasize §,. 
plentiful foodstuffs, however, Mr 10+ 
Figy said. 


“The advertising program should @45 § 
deal strongly with the argument § cnec 
that it is patriotic for Michigan 7 


people to buy produce grown in this Bneec¢ 
state, rather than to overburden 
already strained transportation fa- § urge 
cilities in time of war by importing 
foods which are grown in abund. @PO™* 
ance in this state,” he said. mor 

Normally agricultural organiza- 
tions, each booming the produce of 
its members’ farms, would divide 
the state advertising fund and use 
it to promote the dairy products 
potatoes, sugar beets or othe: 
portant farm crop in which 
members _ specialize. The _ state 
would contribute 80% of the cost of 
the advertising. 

Mr. Figy said a subcommittee of 
the Marketing Council is working (SUI 
on a plan for a pooling of the 


Swe 
funds with those of the interested Feld 
farm organizations to foster the bal- §"" 
anced advertising program which J Arc! 
would embrace all farm produce. and 

. = ket. 
Start Wartime Editions was 
To meet the newsprint shortage, Min t 


Peninsula Newspapers, Inc., 
lisher of the Burlingame Advanc buil 
Palo Alto Times and Redwood City ?™' 
Tribune, plans to publish six-page mos 
wartime editions each Saturday, Hits « 
with advertising confined as fa: 
possible to theater, church, 
fied and legal copy. 


Not One. . Not Two 
Today your wife works on military time! 


Her work day is as long as any soldier’s. She has more to Why the January Companion is Hot 
do than she ever had before; yet somehow she finds time 


to do it well. 


Our woman war correspondent, Doris Fleeson, is in 
Italy, just behind the firing lines— between Allied 
artillery and the enemy. See her cabled report 
“Within Sound of the Guns.” Robert L. Scott, war 
hero whose “God Is My Co-Pilot” is a best seller, 
writes for us “Sand for Tony.” The acute problem 
of juvenile delinquency is discussed by two leading 
authorities: J. Edgar Hoover, and Dr. James Madi- 


Once she did a lot of shopping by phone — but now 
buying for the family means long foraging from store 
to store. With the extra demands of war work, with grow- 


ing shortages of help and equipment, homemaking must 


be carefully studied, planned and simplified. son Wood, President of Stephens College.“ Danger! THE TRL-CITIES AMERIC \'S 
Fortunately for your hurried. harried wife, w ’ Children at Work” asks whether we're willing to 40TH MARKET . . . consists of 4 
ely for y od, he romen’s ) ) ‘tie a 
y y . —— wipe out a decade's hard-won fight against child- family of 11 cities . . . total p 


lation of ‘*211,000. They're as ciose 


together as the boroughs of New Y rk 
from men on dishes they like, and home routines City. Rock Island—Moline—Davenp rt 


service magazines like the Companion shortcut her tasks, labor. A foretaste of Spring fashions, straight tips 


organize her day, give her the very homemaking infor- 


for better looking face, figure, hair and hands are are all in this family. In your s 

fo hich o ‘a the Companion service which planning, you can’t include one w 
_— us , os 5 3 . ae ; = : out including the others! And 
make this issue a war-time MUST 


only single voice that covers the w/ 
C MP W r + 


THE CROWELL-COLLIER PUBLISHING COMPANY, PUBLISHERS OF 5000 WATTS 1270K 
WOMAN'S HOME COMPANION, COLLIER’S, THE AMERICAN MAGAZINE BASIC MUTUAL NETWO 
Affiliate: Rock Island ARGU 


mation she needs. Be 


1A 


If any magazine is a vital part of its 
° . . . . . famil is adio...é ans 
readers’ daily lives, if any magazine is | Famiy & racte...008 Gat mene 


y *Census Bur. Est. 1942 
used from upstairs to down, from living- 


roem to kitchen, that magazine is the 


war-time Companion! 


UNDERSTANDING WOMEN !I!S5 OUR FULL-TIME JOB 
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Large scale resumption of privately owned house 
building will start with the easing of present war 


= limitations. So far, the date is anybody’s guess. 
| It could be before the end of the war. It will pre- 
a cipitate a grand scramble for business. The manu- 
L... facturers in the strongest competitive position will 
- be those who had the foresight to prepare for 
lat the situation in advance. 


“ISWEET’S FILE for BUILDERS (Postwar Issue) 


\: To effect-immediate distribution of manufacturers’ catalogs in the builder market 


oula aS soon as it again becomes active, Sweet’s Catalog Service is now compiling a 


- of the file. 


‘. BBUILDERS LIKE THEIR SWEET’S FILE 


; Eoweet’s File for Builders serves its specialized 
“pal. pfield in the same way that Sweet’s File, 
vhi \rchitectural, serves architects, engineers 
ce. Band contractors in the general building mar- 
ket. When first issued in. 1942 its reception 
was remarkable. Hundreds of builders wrote 
‘age, in to say that it was the finest thing in the 
(pae-Biline of organized product information for 
“City EDuilders they ever had seen — that it was 
-page JPost useful — that they looked forward to 

rday, Hits continued development, etc., etc. 
In spite of the decline in the volume of 
privately owned house building, 85 leading 
__— Fmanufacturers distributed catalogs in this 
issue — catalogs totalling 423 pages. Then 
WO Bwith the all but complete blackout in pri- 
. vately owned house construction, the file was 
] temporarily suspended, Careful appraisal of 
ithe future indicates that, in the interests of 
fall concerned now is the time for planning 

A FP csumption of this service. 


DISTRIBUTION 


}istribution of the postwar issue of Sweet's 
coe ile for Builders will be 20,000 instead of 
; ).000 as formerly and charges for the ser- 
, pice will be reduced accordingly (see below). 
> Vhis file will be distributed to both oper- 
wy Petve (speculative) builders and to con- 
ractor builders. Many builders are, at differ- 
mt times, in each of these classifications. 
iey do much of their work without archi- 
tural supervision. 
= 'he manufacturer rarely has the facilities 
- identifying active builders. Therefore 
york PReanufacturers depend largely on local deal- 
apt [ers for the circulation of advertising matter, 
‘ the distribution of catalogs aaa for per- 
ia selling. The quality of dealer cooper- 
. on is not uniformly good. At best, it 
. hilords only indirect contact with the deal- 
ts’ builder-customers — and indirect 
arketing control. 
With adequate facilities, it is possible to 
ep accurate records of activity in this mar- 
t, and thus, to direct marketing effort most 
lectively. Sweet’s has these facilities through 
ccess to the daily reports of the field staff 
iF. W. Dodge Corporation, of which Sweet’s 
atalog Service is a division. In the same 
ay that this knowledge of the market has 


7 


statives 


‘Especial postwar issue of Sweet’s File for Builders. In anticipation of the mutual 
this need for this effective future contact between manufacturers and builders, Sweet’s 
‘. urges all manufacturers of materials and equipment for houses to make the best 
ff possible use of the present to prepare for prompt action at the most advantageous 
moment, Sweet’s proposes that you do two things now: 

1. Provide in your 1944 marketing budget for a catalog in Sweet’s 

use File for Builders (postwar issue). 


2. Let us confer with you on the preparation of this catalog with 
the understanding that revisions may be made before issuance 


been applied to keeping clients’ catalogs 
always instantly saute in the offices of 
architects, engineers and general contractors, 
it will now be used to accomplish the same 


purpose in the builder field. 
CONTENTS 


Clients’ catalogs will be filed in sections un- 
der five main eadledslene as follows: 

1. Builders’ equipment and tools 

2. Building materials 

3. Structural equipment 

4. Mechanical systems 

5. Household appliances and furnishings 

Quick access to individual catalogs will be 
had through coniprehensive indexes of manu- 
facturers, of srodente and of trade names. 


SWEET’S SERVICE INCLUDES 


Catalog design, or such assistance or super- 
vision as may be desired; printing of pts: 0 5 
for distribution in Sweet’s and also individ. 
ually-bound copies (preprints or reprints); 
catalog filing and distribution. 


CHARGES 


This complete catalog service ranges in cost 
from one and one-third cents per catalog 
page per office to as little as three-quarters of 
a cent, depending on the size of the catalog 
you need for this market. For instance, a 
4-page catalog can be printed, distributed 
and have a year’s maintenance for $935, or 
less than 5 cents per copy. Charges for an 
8-page catalog wh eas extra color on first 
and last pages come to about 8 cents per 
copy; a 12-page catalog, 11 cents; a 16-page 
catalog, 14 cents, and so on. 


PYO (Print-Your-Own) SERVICE 


Special charges, lower than those for the 
complete service, apply to catalogs printed 
by p “and and delivered to Sweet's ready for 
filing. Charges on request. Note — Obtain 
complete pes. ne ex specifications from Sweet's 
and submit layout for checking before printing. 


HOW TO START 


Prompt action is the essence of this fore- 
handed plan Please communicate with our 
nearest office for details of this service in 
terms of your particular requirements 


for the coming House Market 


500,000 houses annually, for years to come —that is the minimum 
figure according to authoritative estimates of postwar house building. 


Thousands of builders will be returning to their 
former occupations. One of the first things they 
will need is information on available building 
materials and equipment. Here is a plan which 
assures you that essential information on your 
products, in its most useful form, will be placed in 
the hands of each builder as soon as his activity 
marks him as a worthwhile prospect for you. 


SWEET’S CATALOG SERVICE 


Division of F. W. Dodge Corporation 


Main Office — NEW YORK 


BOSTON 16—31 St. James Avenue 
BUFFALO 2— 361 Delaware Avenue 
CHICAGO 54— 700 Merchandise Mart 
CINCINNATI 2 — American Building 
CLEVELAND 15 — 1422 Euclid Avenue 


18 —119 West 40th Street 


DETROIT 1 — 2457 Woodward Avenve 
LOS ANGELES — 400 E. Third Street 
PHILADELPHIA 7 — 1321 Arch Street 
PITTSBURGH 22 — Professional Building 
ST. LOUIS 1—721 Olive Street 
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Wright Promotes Koch 


Stanley H. Koch, with the Wright 
Aeronautical Corporation at Lock- 

d, O., since last February, has 
been named supervisor of public 
relations for the Cincinnati plant. 


Now... . 
5 6+ City 


IN POPULATION IN THE U. S.° 
ALABAMA 
OVER 


200,000 


Standard Rate and Date Service 


A Great Newapaper in a Creat Market 


THE MOBILE PRESS REGISTER 


SUNDAY 


Exhibits Show 
Wartime Plant 
Production Aids 


Boston Displays to 
Serve as Pattern 


for Other Shows 


Boston, Nov. 24.—The conversion 
of advertising and advertising tal- 
ents to aid all-out war production 
was illustrated this week in the first 
exhibit of its kind—a War Produc- 
tion Drive show where labor-man- 
agement production drive commit- 
tees are displaying varied tech- 
niques by which they are increasing 
production and boosting morale. 

The show, with more than 
1,000 exhibits entered from New 
England’s 225 labor-management 
committees, opened Nov. 15 for a 
two-week run at WPB regional 
headquarters here. It resulted in a 
special visit from WPB’s executive 
vice-chairman, Charles E. Wilson, 
who revealed that similar shows, 
based on the Boston pattern, will be 
staged in principal cities. throughout 
the country. 

Most striking fact uncovered at 
the show, according to Officials, is 


that 34% of the New England war 
plants and shipyards having labor- 
management committees registered 
with the WPB have won the Army- 
Navy “E”, whereas only about 2%% 
of the estimated eligible plants have 
won the coveted honor. 


Varied Programs Shown 


Among the techniques depicted at 
the show are plant suggestion sys- 
tems, safety and attendance cam- 
paigns, and programs to cut scrap 
and waste, step up car pooling and 
stimulate practical labor-manage- 
ment teamwork along the produc- 
tion battleline. 

The show was set up in 4,000 
square feet of floor space in the 
National War Agencies building, 
with displays arranged not by com- 
panies, as in trade shows, but by 
sections, including manpower and 
absenteeism, conservation and salv- 
age, transportation and car pooling, 
safety and plant protection, tool 
conservation and care, plant posters, 
employe publications and bulletin 
boards, war bond drives, blood 
donor campaigns, general morale 
activities, ete. Members of adver- 
tising departments of the compa- 
nies represented at the show helped 
initiate the plant programs. 

Frederick Bowes Jr., New Eng- 
land manager of the WPB war pro- 
duction drive and director of the 
show, and former advertising and 
public relations director of Pitney- 
Bowes Postage Meter Company, set 
out to make the show a real work- 
ing exhibit. WPB is sponsoring a 
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Among exhibits at the first War Production Drive show in Boston is the explanation 
of the four-step scrap reduction drive by the East Springfield, Mass., works of 


Westinghouse Electric & Mfg. Co. 


The show features effective technique; 


adopted by war plant labor-management committees. 


“The importance of planning for 
the period immediately following 
the end of the war was early rec- 
ognized by Trojans. A strong or- 
ganization of industrialists, prac- 
tically aN of whom market their 
commodities throughout the na- 
tion, was formed some time ago 
and weekly presentations of prog- 
fess reports assure a successful 
conversion from war to peace- 
time activities.” 


SAMUEL W. McCOCHRANE, 
President, Troy Chamber of 
Commerce. 


THE TROV ie TIMES RECORD 


J. A. VIGER, Advertising Manager 


Troy, now firmly estab- 
lished as one of New York 
State’s leading war produc- 
tion centers, recognizes the im- 
portance of post-war planning. 


All indications in Troy point to a 
post-war stability that will reward early 
cultivation of your advertising program. 


Cluett, Peabody & Co., Inc., manufacturers 
of Arrow products is an outstanding example 
worth noting in this prosperous major market 
of 123,000 consumers. 


Blanket coverage in this big market, one of 
the most responsive in the country, is obtain- 
able only through The Record Newspapers, 
Troy’s sole dailies .... it is yours at the low 
cost of 12c per line. 
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special section devoted to informa- 
tion and technical material avail- 
able to war plants and offered a 
program of help in setting up labor- 
management teams. 

The labor-management commit- 
tee of the East Springfield, Mass., 
works of Westinghouse Electric & 
Mfg. Company, credited with an 
outstanding job of tool conservation, 
entered an exhibit showing how 
hard chrome plating keeps new 
tools “fighting” longer and rebuilds 
worn tools. Westinghouse, again 
employing the best trade show tech- 
nique, in another exhibit illustrated 
its scrap reduction drive, a four- 
step program that cut scrap losses 
effectively. It includes the plant 
use of bulletin boards, monthly 
bulletins reporting progress of the 
drive, and dramatic posters. 

An impressive exhibit, conceived 
by a labor member of the joint 
production committee of the New 
England Shipbuilding Corporation, 
South Portland, Me., was the six- 
foot scroll commemorating former 
shipyard workers who gave their 
lives for their country. The scroll 
carries their names, with these 
words: “They have earned the 
right to be absent. Let us carry on.” 


Mack to Address ASA 


Clifton E. Mack, director of pro- 
curement, U. S. Treasury Depart- 
ment, will speak at the annual 
luncheon of the American Standards 
Association Friday, Dec. 10, at the 
Hotel Roosevelt, New York. The 
meeting marks the 25th anniversary 
of the association’s founding. R. E. 
Zimmerman, president, will discuss 
postwar changes. 


Martinez Joins Agency 
Eduardo y Martinez, until re- 
cently radio news editor of the 
United Press and previously editor 
of Latin American Buyer, has been 
appointed manager of the media 
department of National Export Ad- 
vertising Service, New York. 


Langdoc in New Post 


Stuart E. Langdoc, formerly vice- 
president and general manager of 
W. L. Brann, Ince., advertising 
agency, and an executive with 
Toledo Scale Company, has been 
named assistant to the president of 
Globe-Wernicke Company, Cincin- 
nati. 


Booklet Reports on 


Small Business Aid 


Washington, D. C.; Nov. 23. — of 
390 Congressional proposals to aid 
small business in the past ten years, 
only 26 have been enacted into law, 
the Department of Commerce re- 
ported last week in a new booklet, 
390 Bills.” 

In setting down this record, the 
Department found, however, that 
there has been a trend toward 
“broader and more comprehensive” 
aid to the small business man dur- 
ing the 76th Congress, when the 
Senate .small business committee 
was created, and the 77th, when the 
House followed with a small busi- 
ness committee of its own. 

In addition to the 390 bills cov- 
ered by the publication, the Depart- 
ment said about 50 bills had been 
introduced during the first six 
months of the new Congress. One 
of these would provide for an 
Assistant Secretary of Commerce to 
promote and develop commerce and 
manufacturing for small business 
While there are 17 other types of 
bills, several would authorize the 
Secretary of Commerce to establish 
a field consulting service for owners 
of small independent businesses and 
to encourage research. 

Of the 390 bills digested in the 
booklet, two of 17 classifications 
account for half of the measures 
introduced. These include 99 for 
financial assistance and 96 covering 
unfair trade practices, competition 
and monopoly. 


Lotz and Horan 
Join Burton Browne 


W. A. Lotz, formerly on the ad- 
vertising staff of Wilson & Co., Chi- 
cago, and advertising manager of 
Sentinel Radio Corporation, Evans- 
ton, Ill., has been named an ac- 
count executive for Burton Browne 
Advertising, Chicago. 

Harry O. Horan, formerly with 
Campbell-Ewald, Detroit, and Mont- 
gomery Ward, has joined the art 
department of the Browne agency 


MacGregor Joins Esty 
Kenneth MacGregor, former!y 
program director for Station WN, 
Chicago, has joined the radio e- 
partment of William Esty & ‘°., 


New York. 
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BLOWN PLASTICS 


Today, extruding nozzles operating in con- 
junction with blowing mechanisms are bring- 
ing blown plastics under accurate control. 
The ribbon process as used in electric light 
bulb manufacture now offers plastics adapta- 
tion and a host of new applications. Advan- 
tages include lettering and designs repro- 
duced at low cost and inexpensive molds. 
Unbreakable Christmas tree ornaments, bath 
toys, non-corrosive toilet ball floats—all are 
marked as the first to be very successful! 
Watch for more! 


PLASTIC BONDED PLYWOOD TUBING 


Wood veneers, bonded with plastic resins 
wrapped around mandrels and cured with 
heat and pressure, become tube lengths of 
various wall thicknesses and diameters, use- 
ful for a variety of applications! A 90 ft. 
antenna mast, assembled of plywood tubes, 
weighs 200 lbs. (in metal 500 lbs. ). Complete 
with fittings, one man can erect it in one hour. 
Other tested developments: Ski poles, oars 
for life rafts, practice bomb bodies, telescope 
cases, tripods for army equipment. Postwar 
possibilities? . . . Innumerable — desirable! 


modern 


“The Meeting Place 


122 EAST 42nd STREET @ 


GROW UP, YIELDING FRUIT A HUNDRED FOLD! , 


MELAMINE . . . THE SPECIFIC 
FOR DISTRIBUTOR HEADACHES 


Hard-rubber distributor heads couldn’t take 
it! Frigid air and withering heat caused 
sparking arcs to get out of control. Cylinders 
short-circuited. A problem and a challenge. 
What material could withstand 180°F.... 
and sustain 12,000 volts for one hour? The 
answer was found in plastic melamine. It 
held 15,000 volts at 12 milliamperes under 
control for three hours! Now the distributor 
heads on Pratt & Whitney’s 18 cylinder 
engines are molded of melamine—they also 
embody the largest size molding yet achieved 
with this material. A success story typical of 
jobs being done today by all plastics! 


44 THUS FAR IN ‘43! 


Some idea of the study being given to Plastic 
Molding Machinery is indicated by the fact 
that forty-four new U.S. patents have already 
been issued this year...any or all of which 
could conceivably bring about quicker, sim- 
pler, more efficient, less expensive molding. 
One thing is certain—much thinking is being 
directed toward enlarging capacities of pres- 
ent machines. It is possible that special ultra 
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efficient heaters will step up a 4 oz. machine 
into an 8 oz... . or an 8 oz. into 16 oz. One 
machinery manufacturer has in development 
stage a press with 5 lb. capacity, for either 
thermosetting or thermoplastics. With 
sound, already patented ideas like these as a 
foundation for early action, Industry has 
something to watch with interest! 


ONE PIECE CASTING ... WEIGHT 1000 LBS. 


A mammoth experimental trunion plate for 
the aircraft industry. Largest structural 
thermosetting plastic casting ever attempted. 
13’ long, 3’4” high, 10” thick. The results 
achieved demonstrate that cast phenolics may 
be handled in bulk as soon as proper produc- 
tion facilities and techniques are perfected. 


INQUIRIES INVITED 


Should the thoughts as strewn by SEEDS 
fall upon readers not yet identified with the 
plastics industry or should readers desire 
more complete directive information, 
Modern Plastics magazine places its expe- 
rience at the reader’s service. Write us along 
the line that prompts the query. Questions 
will be given prompt attention and careful 
acknowledgment. 


Nastics—— 


PEACE 0f lactic Winds 
NEW YORK 1!7,N. Y. 
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Atlas Names Ferres 

Atlas Steels Ltd., Welland, Ont., 
has named Ferres Advertising Serv- 
ice, Hamilton, Ont., to handle its 
advertising. Business and technical 
publications will be used. 


Evans Joins KWLK 

R. Kenneth Evans, formerly sales 
representative for KGW and KEX, 
Portland, Ore., has been named 
commercial manager of KWLK, 
Longview, Wash. 


MAILING SERVICE 
Multigraphing — Filling - in 
Addressing—Mimeographing 

THE LETTER SHOP, Inc. 


481 S. Dearborn St., Chicago Wab. 8655 


Quick War Ending 
Would See Boom 
in Advertising 


So Ben Duffy, BBD&O, 
Tells Magazine Men 
at N. Y. Meeting 


New York, Nov. 23.—If the war 
ended tomorrow, what would hap- 
pen to advertising appropriations? 

In the opinion of Ben Duffy, 
executive vice-president of Batten, 
Barton, Durstine & Osborn, and 


other executives of the agency 
appropriations would be euptated 
greatly. 

This opinion, according to Mr. 
Duffy, is based on an office poll of 
account executives—“the men on 
the firing line’—who agreed that 
BBD&O clients would expand their 
appropriations by 30 to 40%. 

“We are going to see a lot of new 
products advertised after the war,” 
Mr. Duffy said. “We have a num- 
ber of clients who have already 
made their plans and are only wait- 
ing for the hostilities to cease.” 


Third Year ‘Critical’ 


He said it is a general feeling 
among agencies and advertisers that 
the first and second years after the 
cessation of hostilities will witness 
an increase in advertising, but “the 
third and fourth years are the ones 
we will have to worry about.” 


Mr. Duffy gave this information 
during the course of a luncheon 
talk yesterday at the Yale Club be- 
fore the monthly meeting of the 
New York State Magazine Repre- 
sentatives Club, during which he 
discussed the valuable service space 
salesmen render to agencies, the 
Bankhead advertising bill, media 
research, space rationing, and the 
valuable service the new Magazine 
Representatives group can provide 
for space buyers. 

Although agencies could unearth 
nearly the same information about 
media, markets, circulation, etc., by 
consulting Census figures, ABC re- 
ports, and other sources, it would 
be a long and tedious process, Mr. 
Duffy said. Space salesmen perform 
a valuable function in interpreting 
selling, and dramatizing their audi- 
ences, and the agency executive 
who neglects to take full advantage 
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... and 198,513 readers of our three newspapers 


spend 35% of their shopping dollars with these retailers 


MAIN LINE TIMES 
Retail Outlets 


Automobiles 18 


GERMANTOWN COURIER 
Retail Outlets 


Automobiles 15 


UPPER DARBY NEWS 
Retail Outlets 


Automobiles 22 


Since we started telling agencies and their 
clients about the three markets where we 
publish each week—the Main Line Times, 
the Germantown Courier and the Upper 
Darby News—we have received some very 
interesting letters asking us for more infor- 
mation about our three papers. 

Most of them express surprise that we 
could —in 10 years — build a total weekly 
circulation of over 52,000 copies, with an 
average readership of 3.75 persons per copy. 
Well, we are just as much surprised; but, 
after all, there is just nothing that rings the 
bell so quickly — when you want a lot of 


Auto Tires ll 
Auto Accessories 7 
Filling Stations 44 
Beer, on premises 52 
Confectionery ll 
Department Stores, ind. 5 
Department Stores, ch. 2 
Drug Stores, ind. 33 
Drug Stores, local ch. 3 
Electrical Appliances 14 
Furniture, exclus. 3 
Furniture, dept. st. ~~ 
Groceries, ind. 43 
Groceries, local ch. 2 
Groceries, local ch. st. ll 
Groceries, national ch. 1 
Groceries, nat. ch. st. 
Groceries, super mkt. 1] 
Groceries, self-service 

local owned 2 
Hardware 14 
Jewelry 12 
Liquor, package sale 4 
Men’s clothing, ex. 3 
Music and radio 6 
Restaurants 44 
Stationers 2 
Tobacce Products, all 29 
Shoes, chain 2 
Shoes 13 
Women's Apparel 36 


Se & 10c and $1.00 


readers per copy—as filling a paper full of 
stories and news, about what your readers 
are doing every week in their churches, 
offices, at parties, weddings, high school 


athletic meets, Bond Drives, political meet- 
ings, and “where they went and whom 


About Our Retailers 


At the left are three lists of the kinds and 
number of retailers in our markets. Practi- 
cally all of them use our papers at some time 
or another. Some are in every issue—52 times 
a year. They know that each year we move 
millions of dollars worth of merchandise 
for them. If you have anything for sale now, 
or later, and you want thousands of custom- 
ers who will “stick,” drop us a line, call or 
phone us and we will do everything we can 
to get you started on the right foot in these 


Auto Tires 6 Auto Tires 16 
Auto Accessories 3. Auto Accessories 9 
Filling Stations 34 ~—s Filling Stations 88 
Beer, on premises 40 Beer, on premises 47 
Confectionery 4 Confectionery, ind. 15 
Department Stores, ind. 4 Confectionery, ch. 2 
Department Stores, ch. 1 Department Stores, ind. 4 
Drug Stores, ind. 33 Department stores, ch. 3 
Drug Stores, local ch. 4 ‘ 

¥ . Drug Stores, ind. ..... 64 

Electrical Appliances 12 ° 
Peston, endiee. 7 Drug Stores, local ch. 2 
Fornitere, dept. st. 1 Drug Stores, natl. ch. 3 
Groceries, ind. 60 Electrical Appliances 8 
Groceries, local ch. 4 Furniture, exclus. . 7 
Groceries, local ch. st. 31 Furniture, dept. st. 2 
Groceries, natl. ch. 1 Groceries, ind. 69 
Groceries, natl. ch. st. 6 Groceries, local ch. 1 hey visited.” 
Groceries, super mkt. 7 Groceries, natl. ch. ; = 
Groceries, self-service Groceries, super mkt. 0 

loc. owned 1 Groceries, self-service 
Hardware 1 ee omen : 
Sauciey 2 Hardware 9 

s Jewelry 9 
Liquer, package sale 3 Liquor (state store) 5 
Men’s clothing, ex. 5 Men’s Clothing, ex. 8 
Music and radio 13° Music and Radio 8 
Restaurants 53 Restaurants 51 
Stationers 4 Stationers 3 
Tobacco Products, all 167 Tobacco Products, all 196 
Shoes, Chain 9 Shoes, chain 4 
Shoes 7 Shoes 4 
Women’s Apparel 15 Women’s Apparel 1] 
Se & MWe and $1.00 5 Se & 1c and $1.00 4 markets. 


Philadelphia Suburban Newspapers, Ine. 


MAIN LINE TIMES . 


ARDMORE, PA. 


Publishers of 


UPPER DARBY NEWS 


GERMANTOWN COURIER 
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of this opportunity to acquire kno\, |- 
edge by failing to see salesmen ;; 
not only doing a disservice to }); 
clients, but is restricting his ovw, 
experience. 

Proceeding to the subject of spac 
rationing, Mr. Duffy said: 

“Just as we used to stop at the 
cigar counter for our cigarets ev; 
morning, today every space buyer; 
makes another stop at the dr ug 
counter for his aspirin. When one 
agency finds cancellations from one 
magazine equal to about one-thirg 
of the dollar volume used in that 
magazfhe in 1942, that’s cause for 
a headache. It is cause for concerp 
also for all of us because rationing 
is beginning to have its effect op 
distribution, and anything at 
affects distribution is bound to affect 
advertising. The distribution sys. 
tem built up by manufacturers jp 
this coumtry stands alone. The 
ability to take a manufactured pro@- 
uct or food product and distribute 
it economically to the public is the 
pattern we want to preserve and 
protect. It depends upon advertis- 
ing, to be sure, but let’s not forget 
that advertising is dependent upon 
this system of distribution for its 
continued success. 


Suggests Points to Consider 


“These facts must be kept in 
mind by publishers when they are 
forced to ration advertising space: 

“The publisher should make sure 
that the space is given to advertis- 
ers who (1) have something to sel! 
(2) are dependent upon advertising, 
(3) have a good past advertising 
history, (4) have national distribu- 
tion to support the advertising, etc. 
There is evidence to indicate that 
some publishers are not using the 
proper measuring sticks in deciding 
who should and who should not get 
space.” 

While speaking of space, Mr. 
Duffy referred to the Bankhead bil! 
passed by the Senate last week, 
declaring “our elected represen- 
tatives in Washington are appar- 
ently misunderstanding the real 
function of advertising. It is a 
black eye for advertising because 
advertising until now has survived 
because it produced results.” = 
urged the magazine men to do a! 
in their power to defeat the bill, 
adding that he was giving his per- 
sonal opinions and not those of his 
associates. 


Urges Constructive Program 


In discussing the formation of the 
Magazine Representatives’ group, 
Mr. Duffy urged the members to 
widen its membership, build a con- 
structive program with definite ob- 
jectives, and have some way of 
using the power of the members’ 
many widespread contacts to the 
advantage of advertising. 

He emphasized particularly the 
need for broader and more pene- 
trating research in the magazine 
field. He mentioned the Crossley 
and Hooper ratings, and the more 
recent A. C. Nielsen Audimeter, in 
the radio field, and the acceptance 
they have received among adver- 
tisers and agencies. That is because 
the Crossley and Hooper studies are 
supported jointly by the radio in- 


it's UPS— 
not DOWNS 
in Winston-Salem! 


Winston-Salem ranks as a “must” 
market for advertisers in North 
Carolina—by any comparison! 


Retail sales . . . up 15% over "42! 


Bank clearings up 11% over **” 
. +. postal receipts up 12%. 


Annual payroll which reached 
$37,453,574 in °42 is running «t 
least 20% ahead this year . 
and that’s conservative! 


Ask for more proof—we have i! 


Journal and Sentine! 
Winston-Salem, North Caroline 


National Representatives: 
KELLY-SMITH COMPANY 


NBC—Radio Station WSJS—NBC 
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establish a joint research or mar- 
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try, the ANA and the Four A’s,| edge ever used it. What we need 
representatives of the latter|in the magazine field is a coopera- 
ups on the board of governors.| (ive organization which will study 
ese representatives have some-|the readership of advertising, dis- 
g to say as to how the studies| tribution of circulation by income 
conducted, he said, which in-| levels, the duplication of readership 
ses the confidence of agencies| and other pertinent facts that relate 
{ advertisers in them. to the effectiveness of advertising 
\ similar situation exists in the buying. This group, however, should 
spaper field, where the Adver-|be a cooperative group. It should 
ig Research Foundation was set|have the support, financial and 
sponsored by the ANPA, ANA, | otherwise, of the Four A’s. It 
| Four A’s, which has surveyed | should have the support of the ANA 
ne 60 newspapers in its Continu-| and it should also have the support 
Study of Newspaper Reader-|of the magazine publishers as a 
. Because of their participation| whole. It should distribute the 
the study, the findings are widely | facts, even though these facts might 
epted and used by agents and| work to the advantage of some and 
ertisers, Mr. Duffy said. the disadvantage of others, but the 
ABC reports also do this and I have 
Magazine Research Vital not heard any demand that it be 
But it was not until a few years} disbanded. 
that the magazine publishers, “My chief criticism of the Starch 
ugh Periodical Publishers Asso-| reports is that they do not cover a 
on, saw fit to get together to} sufficient number of people and the 


interviews are not properly allo- 
cated by income and geographical 
groups. If agencies and publishers 
had something to say about this, I 
am sure much of the criticism which 
we level at this type of service 
would have been corrected years 
ago. We have to make up our 
minds whether or not we want any 
true measurement of magazine ad- 
vertising readership or not. 

“Let’s not overlook the fact that 
these studies have contributed much 
to the effectiveness of advertising. 
But if you could see how radio 
ratings are tossed around in an 
agency, and how generously and 
enthusiastically we refer to the 
Continuing Study of Newspaper 
Readership, you as representatives 
of magazines would appreciate the 
need for something that would: 

“1. Measure the effectiveness of 
magazine advertising. 

“2. Give sound facts and figures 


of reading habits of the different | Parents’ Magazine, secretary-treas- 
=e nen. | urer; George Hall, Mademoiselle, 

“3. Answer problems concerning|and Dayton Crowell, Crowell-Col- 
= org: pasta by income} lier Publishing Company, members 
roups, etc. lo 5 iv : 

In addition to a program of re-| . ee ne Se 
search, Mr. Duffy urged the maga- 
zine group to issue a monthly news 
letter, which would carry opinion 
surveys made by members as they 
make their rounds, on topics of high | 
current interest to agencies and | 
advertisers. He suggested such! 
topics as grade labeling, employ- 
ment conditions, war contract can- 
cellations, and even the attitude of | 
industries in their areas on postwar | 
advertising. 

The meeting was attended by | 
more than 100 members of the 


group and their guests. Organized 
last spring, the group has 52 mem- 
bers in New York State. 

Officers Donald MacDon- |} 


are: 
ald, Life, president; Paul Elrod, | CHICAGO + DEL 3800 


ng group,” he continued. “The 
‘azine Marketing Service, which 
just been changed to the Maga- 

Advertising Bureau, was the 

t organized effort on the part of 

ge magazine publishers to pro- 

te your medium. We have had 

the magazine field the Starch | 

\dvertising Ratings, the L. M. | 
‘lark, and others, but the fact re- 
nains that these services have been | 

ntinuously opposed and belittled 
y magazine publishers. It seems 
to me that the magazine group has 
been reluctant to accept new ideas 
n the field of research. This is a 
fact, and an unfortunate one. The} 
ery people who are opposed to the | 
study of advertising readership | 
hould be the ones to accept it. If 
there is anything wrong with the 
present tnethod, the publishers, to- 
‘ether with the advertisers and | 
idvertising *gencies, should work | 
together toward getting it right. 

“The so-called media effective- 
ness reports, which we see and use 
from time to time, can be subjected 
to much criticism. We always use | 
them with a little side explanation: | 
‘This is not entirely accurate but it | 
is the only thing we have avail-| 
able.’ 

“The Magazine Marketing Service 
got off to a good start—their study 
of circulation distribution in Des 
Moines was a fine job, but no maga- 
zine representative to my knowl- | 


Wh 


BASIC STATION 
COLUMBIA BROADCASTING SYSTEM 


@ OREGON ’s vast natural resources are indeed “natural” money makers for 


Oregonians. The payrolls that spring from our forests, our farms, our mines 


and our rivers are never-ending sources of dynamic purchasing power. Adjacent 


raw materials and abundant cheap electric power are also natural advantages 


in Oregon that bespeak greatness for our industry. 


These natural money makers are spread throughout the entire market of 100,000 square 
miles, and their vitality makes it possible for the city of Portland to account for about 
half of Oregon’s retail sales. Various Portland retailers who know where their customers 
come from, tell us that 20, 25, 40 and even 60% of their total sales are made to people 


who live OUTSIDE the city of Portland. 


You effectively reach the money INSIDE and OUTSIDE of Portland through the 
area-wide coverage of The Oregonian. That’s the sure way to catch Oregon’s busy 


money AT HOME, where the decisions to buy are made. 


— gga bed 


The Great Newspaper of the West 
PORTLAND, OREGON 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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Convention Date Set 


How to prepare for meeting con- 
sumer demands in 1944 and coordi- 
nation of postwar objectives of the 
industry when reconversion to full 
civilian production is attained, will 
provide themes for the 30th annual 
one-day convention of the National 
Warm Air Heating and Air Condi- 
tioning Association, to be held at 
the Hotel Netherland Plaza, Cincin- 
nati, Dec. 8. 


“Where do you think you are— 
in the studios of WFDF Flint 
Vichigan?” 


Department Stores Expect 
Some Sales Decline in ‘44 


Believe Buying Peak 
Hit; More Caution 
in Purchases Seen 


After a record-breaking 1942, the 
department stores, dry goods and 
women’s ready-to-wear stores are 
heading towards the end of another 
year that will overtop the 1942 rec- 
ords. But next year they are not 
expecting more of the same. 

What they see in the near future 
is a satisfactory Christmas season, 
and beyond that a 1944 in which 
still higher taxation and continued 
merchandising shortages will retard 
sales, although they think the year 
as a whole will be pretty good. 

Beyond next year they can dis- 
cern only the shadowy outlines of 
things to come. In general, the 
trade believes that when the war is 
over there will be something of a 
depression, probably lasting a few 
months, and then a healthy recov- 
ery. 


Sales Break Records 


So far its experience with the 


to the pocketbook. Very few stores 
have been forced out of business. 
Many owners of little shops have 
been drafted or have transferred to 
essential occupations; but newcom- 
ers have bought established shops 
or opened their own. And some 
small retailers who lacked enough 
capital and credit to continue get- 
ting merchandise fast enough have 
had to close up. But the well-estab- 
lished stores with good credit stand- 
ing have survived and thrived. 


Profits Also Rise 


In 1942 all 1941 records were 
broken, as both official and unof- 
ficial analyses prove. For example, 
the Census Bureau’s figures for in- 
dependent stores in 34 states show 
these gains in sales volume during 
1942: 

Department stores, 15%; dry goods 
and general merchandise, 28%; 
women’s ready-to-wear, 21%. 

And for the first nine months of 
this year, the Census Bureau re- 
ports that the above divisions 
gained 19%, 29%, and 30%, respec- 
tively. 

Profits have also risen. The Con- 
trollers’ Congress of the National 


war economy has been anxious and| Retail- Dry Goods Association re- 
strénuous, but by no means unkind | ports that in 1940, department and 


Because every successful campaign, in war or peace, stems 
from efficient planning in advance, consideration should 
be given to future advertising policies. 
head of peace, there’s at least one thing you can d 

ahead of peace, there’s at least one thing you can do to 
insure future sales: stress your product-name more and 
more! 


In the months 


A practical and economical way to keep your name before 


the masses, is to use *Taxiposter advertising. It gives you 
exclusive coverage, for every cab in each city you contract 


for, carries your message only for a series of weeks! And, 
*Taxiposter advertising is the on/y outdoor medium 
which takes your message to every place that spending 


crowds gather! 


W hat’s 


more 


with *Taxiposter-equipped cabs now 


busier than ever before—and, with no increase in *Taxt- 


poster advertising rates since 19 40—you have a real plus- 


value buy! 
today 


Write, without obligation, for all the facts 
Wm. E. Whaley Company, Washington Build- 
ing, Louisville, Kentucky. 


| specialty apparel stores, each selling | 


over $500,000 a year, averaged an| 
operating profit of 2.3%; in 1941) 
this more than doubled, reaching | 
5.1%; and last year it soared to| 
7.5%. But all this was before} 
taxes, which were soaring too. 

Stores below $500,000 seem to| 
have done even better. “According | 
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have four sets now, matching | 
wardrobe. Where she had t) 
pairs of shoes before, now she } 
four or five. And she has th; 
coats and perhaps a fur coat t 
Formerly she had one _ item 
jewelry, which she wore w 
everything, even if it didn’t mat 
Now she has different kinds of p 


This is the tenth of a series of articles analyzing changes in 
the distribution situation which have developed because of 
wartime conditions, and presenting a glimpse of postwar 
trends in various lines. Changes in population and in the 
over-all retailing and wholesaling fields, as well as in particu- 
lar lines of business, have already appeared. Others will fol. 


low from time to time. 


to the reports of 34 smaller stores | 
with sales of $100,000 to $500,000,” | 
says the Controllers’ Congress, “op- 
erating profits climbed to 8.1% 
compared with 3.2% for 1941.” As 
for still smaller stores, they are in- 
cluded in the Census figures given 
above, which show that 1942 was 
highly remunerative. 

In the first eight months of 1943, 
department store sales are believed 
to have risen between 10 and 15% 
over those of 1942. For the remain- 
ing months a smaller gain, perhaps 
5%, is expected, with 1943 net 
profits probably equalling last 
year’s. 


Women’s Goods Up 


The buying trend has been to- 
ward the more expensive merchan- 
dise, partly because of war pros- 
perity, and partly because women 
fear the deteriorated quality of in- 
expensive items. War has boosted 
the women’s sections. Millions of 
men have been withdrawn from the 
market, while multitudes of women 
are now earning more than ever 
before. In the women’s apparel 
sections there have been striking 
sales increases. 

“In 1939,” remarks a leading mer- 
chandise manager, “the average 
working girl who was barely mak- 
ing a livelihood probably had two 
good dresses and a third that should 
have been thrown away, and a coat 
she might wear most of the year. 
Now she has money. She has six 
or eight dresses. Where she never 


had sportswear before, she may 


for different dresses, 
other jewels. And who can bla 
her? She has only bought 

things she has always wanted.” 


Many Store Economies 


Men’s clothing sales, meanwhi! 
have tended to decrease, because 
many men are wearing the litt 
brown suits their uncle bought 
them. Yet at the same time men 
furnishings have gained about a 
much as other goods. Sales of boy 
wear and of children’s goods ha\ 
risen sharply. Home _ furnishing 
have dropped because of a shortag, 
of merchandise. 

The buying practices of the store 
necessarily differ from one depart 
ment to another. The delivery situa- 
tion is generally difficult, and th: 
retailer must buy further in ad- 
vance, allowing a few more weeks 
to get delivery. 

War has occasioned a 
of economies. 


and may 


numbe: 
Customers are re- 
turning a smaller percentage of 
goods than before. Governmental 
restrictions on credit and deliveries 
have saved the stores money, and 
the shortage of newsprint has forced 
the newspapers to curtail the 
amount of advertising. The ratio of 
advertising expense to store sales 
declined from 4.6% in 1941 to 4% 
in 1942; but, as store sales increased 
13%, the absolute amount of adver- 
tising expenditures remained about 
the same. This year there have 
been further curtailments. 
Millinery lagged a little behind the 
store average last year, its profits 


Diesel engine installations are in- 
creasing at airline speed because 
the Diesel can provide cheaper 
power almost anywhere. Trucks, 
buses, tractors, cut operating costs 
by installing Diesels—so do ships, 
pipe lines, power plants, factories, 
locomotives, oil wells. In fact, 
wherever reliable, economical 
power is required, you will find 
the Diesel engine. 


Every time a new Diesel plant is 
put to work, hundreds of other 
products and materials go to work 
too. In addition to the Diesel en- 
gine itself, the Diesel plant re- 
quires such items as: Piping, nuts 
and bolts, gauges, paint, fans, fuel 
oil, governors, couplings. lubri- 
cants—but, why go on? We have 
a long list of them that we will 
gladly send you. 


If you aren't already cultivating 


rate card, 


ments, sample copies and 
our analysis of the Post 


War Diesel Market. 


—— eon 

~ PUBLICATIONS, INC. © 
192 LEXINGTON AVENUE 
NEW YORK 16, N.Y. 


A Splendid 
DIESEL 
Market Awaits Your Product 


the “Diesel Market” it will pay 
you to do so NOW. The business 
is there, you can get your share 
of it by telling your story to the 
leaders in the Diesel field through 
the advertising pages of 


MOTORSHIP 
and 
DIESEL POWER & DIESEL 
TRANSPORTATION 


If the marine market alone inter- 
ests you use MOTORSHIP, the 
world’s only A. B. C. Marine Die- 
sel magazine. 


For industrial and transportation 
coverage, specify DIESEL POWER 
& DIESEL TRANSPORTATION, 
the only other A. B. C. Diesel 
magazine published. 


Investigate the Big Diesel market 
today by writing for our latest 
A.B.C. 
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sing from 5.9% in 1941 to 7%. 
,is year it has done better. Whole- 
iers report that their sales are up 
_ The spring seasOn was ex- 
lent. Retailers bought early for 
| and still have large stocks, but 
ect to sell them all. Not only 
millinery departments but the 
‘linery shops have prospered. 
At the very start of this season 
higher-priced hats began sell- 
» with remarkable ease. Hats 
inging from $12.50 to $100 were 
ving fast. The woman who 
ears a $5 hat didn’t buy so early, 
it she was awaited with con- 
ience. 
All stores with annual sales of at 
st $200,000, or cost inventory of 
}000 or more, are subject to the 
B’s inventory limitation order, 
ich restricts their inventory to 
e same ratio to sales that it bore 
ing a certain base period. Ad- 
ttedly the order has kept wild- 
eved stores from maniacally over- 
loading. 


Low-Enders Squeezed 


Low-end retailers, including a 
umber of chains, are furious at the 
PA’s regulation forbidding them 
shift to higher-priced goods even 
ough OPA has failed to prevent 
e goods they have customarily 
ried from rising in price, while 
manufacturers are no longer mak- 
ng goods within their former price 
nes. Under this edict a depart- 
ment store basement is classified as 
a separate store, and may not shift 
to goods above its accustomed 
prices. Some chains, including 
Montgomery Ward & Co. and a 
number of leading variety chains, 
are fighting the regulation in the 
courts. 
OPA has made one or two moves 


to pravide more lower-end mer- 
‘handise, but relief will primarily | 
depend on whether the Army and 
the Navy allow the Office of Civil- 
ian Requirements to allot more 
goods for civilian use. The latest} 
OPA move came the first of this] 
month when it was announced that | 
retailers and wholesalers of 15 cate-| 
gories of women’s, children’s and 
girls’ outerwear would be freed 
until Jan. 1 from “highest price 
line” limitations on contracts made 
on or before Aug. 7. Some time ago 
the armed services announced with 
much publicity that they were eas-| 
ing up on their own requirements; | 
but subsequently, and far less clam- | 
orously, they have tightened up| 
igain, 


Await Truman Report 
| 

Meanwhile the report of Senator | 
Truman’s committee on the inven-| 
tories of the Army and the Navy 
has been withheld from publication. | 
The trade believes this report shows 
a fantastic amount of material 
tored up under military orders. 

Under the “Declaration of Policy” 
recently formulated by the Office 
of Civilian Requirements, retailers 
when advertising textile goods are 
obliged to refrain from price com- 
parisons or scare methods. The dec- 
laration was avowedly promulgated 
as the only alternative to textile 
rationing. A ration order is ready, 
but the trade thinks it won't be 
ssued, because so far the great ma- 
jority of retailers have complied 
vith the declaration. 

They haven’t found it oppressive. 
“Instead of saying ‘Sale,’ we just 
run an ad,” one advertising man- 
iger explains. “The declaration 
lasn’t interfered to any extent ex- 
ept with price advertisers. The big 
lesson is you don’t have to have a 
ale all the time. If people have 
the money they’ll spend it.” 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
a minimum cost you reach 
urban and suburban popula- 
tion. 


*-adependent Survey of Providence Bulletin 


The war has brought new com- 
petition into the field. Men’s cloth- 
ing chains, losing a great number 
of their customers to the draft, have 
added women’s clothes; and so have 
many furniture stores. The cloth- 
ing chains are specializing in “man- 
nish” suits and coats; and, by rea- 
son of their mass-production and 
mass-selling advantages, are said to 
have been underselling many wo- 
men’s stores and women’s depart- 
ments as much as $5 a garment. 
Now the old-line retailers of wo- 
men’s wear are trying to buttress 
their position by emphasizing more 
feminine suits. 

Sears, Roebuck & Co. and Mont- 
gomery Ward & Co., unable to pro- 
vide hard goods, have shifted heav- 
ily to soft lines, both in their mail- 
order business and their stores. 

Many store practices have been 
changed by the war. Service stand- 


ards have been reduced. For want 
of goods, entire floors have been 
closed out or devoted to bond-sell- 
ing, Red Cross work, and the like, 
or to new commercial services aris- 
ing from war conditions. Goods 
that cannot be bought new are 
mended by some stores. Customers 
are taught how to sew or knit. They 
can park their babies in department 
stores. 


New Ideas Utilized 


The increased birth rate has en- 
hanced the importance of baby de- 
partments. For example, Rosen- 
berg’s, in Santa Rosa, Cal., has 
doubled the size of its baby shop 
and installed a Baby Shoe Bar, with 
high seats, so that salespeople can 
fit the shoes from a standing posi- 
tion. Gimbel’s, of Philadelphia, and 
other stores have established baby 


clinics, in which mothers are taught|Inc. The president of this organ- 
by lectures and color movies how to| ization is George N. Kahn and the 
care for baby easily. treasurer is Leonard L. Gussow, 

Root Dry Goods Company, of} who have long been partners in the 
Terre Haute, is one of a number of 
stores which has opened a swap 
shop, to which people may bring 
things they no longer need that 
can’t be bought new. The seller | 
puts her own price on the article, 
and the store deducts 10% for its 
services, makes the sale, and pays 
the seller her 90% in war bonds or 
war stamps or in store budget 


checks. 
One of the latest wrinkles is the vee 
establishment of art galleries in 21 a 


— 


department stores and the sale of| 
pictures, ranging in price from $35 
to $500. When a picture is sold, the 
artist receives 60%, the store 30%, 
and the remaining 10% goes to the 
arranger of the complicated plan, 
namely Tomorrow’s Masterpieces, 
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Because of the huge number of 
women now working in factories, 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUSTRY 


Write for Sample Copy - Chicago, Ill. 


many stores that formerly were 
shut every evening are now open 
one evening a week. Indeed, some 
stores, among them L. Bamberger 
of Newark, are open two evenings. 

Bamberger also has branch stores 
in six war plants in its area, each 
branch being open a different day 
| of the week, so that in six days the 
| staff of the branch makes the whole 
|circuit. At first, glass showcases 
| were used; but as these did not suit 
the conditions, they have been re- 
placed with homely wooden boxes, 
which are placed on the cafeteria 
| tables. The employes are allowed 
_a short shopping period on company 
iime. They crowd around, serving 
themselves and finishing the trans- 
,actions in short order. When a 
shift that has been on duty enters 
the cafeteria to eat, the boxes of 
goods are removed from the tables. 

In stores of all kinds there is a 
severe shortage of workers, and the 
personnel turnover is high. The 
government is shunting more wo- 
men into war industries, and the 
father draft will take nearly all the 
remaining male store employes 
who are physically fit and below 38. 

Consequently many stores are ap- 


plying self-service methods, which 
a few stores, such as Ohrbach’s, 
New York, have used a long time. 
As W. J. P. Smith, general manager 
of Ohrbach’s, recently explained: 
“Displays on the floor are arranged 
so that customers can most easily 
wait on themselves, and further to 
simplify the job there are signs 
everywhere. The primary job of 
the salespeople is to be available to 
answer questions and to give direc- 
tions. Actually, it is amazing how 
soon customers learn to help them- 
selves, as $175 untrimmed coats and 
$75 suits are sold with practically 
no assistance from a salesperson.” 
But most stores desire full per- 
sonal selling if possible; and in the 
higher-price stores the customers 
won’t accept anything else. More- 
over, there are some goods, such as 
hosiery, that cannot survive indis- 
criminate pawing. Yet in a store 
like Alexander’s, in the Bronx, 
lower-priced hosiery sells so fast, 
especially on “nylon days,” that 
little damage is done by long nails 
and engagement rings. 
However, Alexander’s treats 
sheerer and costlier hose more cau- 
tiously. These are put on open dis- 


play and are segregated according 
to the type of hose, with signs that 
give the prices and other informa- 
tion. The customers choose what 
they wish, and a busy salesgir] gives 
it to them and sends them a few 
feet away to the cashier’s desk, 
where the goods are paid for and 
wrapped. 

In some stores entire departments 
are being rebuilt, shuffled, or con- 
solidated, to minimize the amount 
of selling necessary. 


Katz Keverses Field 


Yet in the midst of this rush to- 
ward self-selection, the Katz Drug 
Company stores in Kansas City, the 
local leaders in that experiment, 
have decided to abandon it, revert- 
ing to the old methods. The ex- 
planation is that the stores were 
originally planned for a sales vol- 
ume of $180,000 but that this has 
now risen to a figure that cannot 
be maintained with self-service. 
The new business is largely in soft 
goods, which, Katz believes, require 
personal selling. 

After Pearl Harbor the hard-line 
chains were at a disadvantage. But 
they broadened out quickly. The 
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|Gamble Stores now sell ready 
wear clothes and other soft li; .< 
Firestone has added hundreds 
stores and taken on a vast nun 
of new lines, including clothes. 

Sears and Ward have shifte 
soft lines and are doing a pn 
better style job than before. W;: 
recent financial report is enlig} 
ing. Orders from its spring cat 
broke all records, but one-thi: 
them had to be turned away 
lack of goods, so that the ; 
order division lost materially, t 
at the same time, Ward’s  retaj) 
stores sold 13.1% above the 
period last year. 

The variety stores, too, have ex. 
panded and diversified, particu! iy), 
in women’s apparel, entering 
sharp competition with depart 
dry goods, and women’s ready-‘ 
wear stores. 


3 —,0a 7 


More Caution Seen 


Some fairly clear trends are 
cernable in the immediate future. 
All through this year, retailers haye 
bought madly (within the lin 
tions of the inventory regulations) 


in an effort to keep somewhere near 
consumer demand. But when the 
huge Christmas rush has died down, 
the trade looks for a more cautious 
attitude in making advance commit- 


ments. 

Substandard merchandise is be- 
ginning to appear rather broadly in 
retail stocks, and retailers fear that 
if the European war should end un- 
expectedly and manufacturers 
should again make standard mer- 
chandise, the ersatz material now 
filling their shelves might become 
unsalable. Further, many retailers 
feel that as the war gives indica- 
tions of approaching its end, a more 
cautious attitude on the part of 
consumers can be expected, with 
switch from expensive merchandise 
to budget items. 

Department and dry goods stores 
look forward to 1944 with rathe: 
mixed views. They do not expect 
sales increases over this year; in 
fact, most of them feel that some 
recession in sales is inevitable. 

Merchandise shortages will 
worse and buying power probably 


no better, they say. The fathe 
draft will take another bite out of 
the market for men’s clothing. And 
the average woman, even if he 
ability to buy remains unimpaired 
may well take second thought. 
Fear Buying Shrinkage 
That’s what is expected if the 
consumer remains as well off 
now. But the probability is other- 
wise, the trade feels. The cost of 


living is still going up, and although 
there is much prosperity, it is de- 
cidedly spotty. In the 3rd W 
Loan the individual quotas were fa! 
from met, and merchants are of 
the opinion that it was largely be- 
cause multitudes of people hav 
been hard pressed to make et 
meet. Many of this sort, especially 
in Eastern cities, are normally 
among the best clothing custome! 
Most merchants think the limit of 
national purchasing capacity has 
been reached. 


Some Falling Off Expected 


As to conditions “after the war 
the trade generally expects t! 
soon after the end of the fighti 
perhaps several months afterwa! 
there will begin a short depressi: 
lasting perhaps six months to 
year. Then there will come a |! 
adjustment, followed by a boom 
hard goods. Home furnishings w 
go like a house afire. Automobilt 
will be snapped up. People w 
spend their bonds. There may |! 
aspects of inflation. 
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Another point: when the fighting 
‘Europe ends, and military atten- 
ton is concentrated on Asia, will 
mmediate steps be taken to in- 
wease the supply of civilian goods? 
if so, the war economy may merge 
nto the peacetime economy with 
ce difficulty than has been gener- 
lly expected. 
“What is to be done with the co- 
Jossal amounts of government-con- 
‘led merchandise when the war 
ends? Estimates of it have run to 
6) billion dollars and even higher. 
Many plans for its disposal have 
,oen announced. The NRDGA pro- 
poses that the stockpiles be divided 
‘nto four parts, which shall be dis- 
»osed of thus: 1, retained for use by 
» armed forces; 2, given to the 
American Red Cross for use in 
‘ ible disasters” anywhere in the 


world; 3, given away “to the suffer- 
ing peoples of the war-torn na- 
tions’; and 4, “distributed gradually 
‘hrough the established channels of 
distribution.” 


What of Competition? 


After the war, will those men’s 
clothing chains and furniture stores 
now selling women’s clothing con- 
tinue to do so? The answer will 
depend on their success with it and 
on postwar developments. 

At any rate, the department 
stores will experience keen compe- 
tition from new chains as well as 
from the prewar chains. Firestone, 
for example, is expected to continue 
competing with department stores. 
Sears and Ward will bring back 
their hard goods but will also stay 
in the soft goods, the war having 
afforded them an opportunity to 
broaden those lines. The Gamble 
Stores are also expected to keep on 
dealing in department store mer- 
chandise. 

Some of the variety chains are 
understood to have postwar ex- 
pansion plans that will bring them 
into sharper competition with de- 
partment stores. Penney is said to 
be planning large stores in a num- 
ber of cities. And some chains of 
large department stores intend to 
open neighborhood and suburban 
branches. 


Service Features to Return 


Competition will force the stores 
to offer most of their prewar serv- 
ices again, most merchandise men 
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believe. Some stores would prefer 
to continue the credit restrictions; 
and yet the whole credit structure 
after the war may be broader than 
before, to attract business. It is 
doubtful whether stores will want 
to go back to two deliveries a day; 
but they cannot stay on two a week, 
as they would lose business to the 
local stores. The restrictions on re- 
turns and adjustments will be liber- 
alized. 

Stores will mechanize their office 
work as much as they can, espe- 
cially if there is a postwar depres- 
sion—and if the machines are avail- 
able by that time. 

Will women continue sewing their 
own clothes, as many of them are 
now doing in order to have a wider 
choice of fabrics? Nobody knows. 
Will there be a new word for “cor- 
set”? Mrs. Helene Beitner, the 
corset buyer for Lord & Taylor, 
earnestly hopes there will. 


Compton Uses Television 


A half-hour of television enter- 
tainment is being planned by Comp- 
ton Advertising, New York, to be 
presented Dec. 17 at the General 
Electric studios in Schenectady, 
with a preview showing at the Du- 
Mont studios in New York Dec. 15. 
Object of the experiment will be to 
ascertain the merits of various pro- 
gramming techniques. James N. 
Manilla heads the television setup 
for Compton. 


Editors to Meet 


The National Conference of Busi- 
ness Paper Editors will hold its 
winter meeting in Washington, 
D. C., Dec. 17-18. Off-the-record 
conferences will be held with top 
government officials. Paul Wooton 
of the McGraw-Hill Publishing 
Company is president of the group. 


GF Buys Jersey Cereal 


General Foods Corporation, New 
York, and Jersey Cereal Company, 
Chicago, have signed an agreement 
for the acquisition by General 
Foods of the assets and business of 
the latter. GF will issue 35,000 
additional shares of common stock 
for this purpose. Jersey Cereal has 
plants at Irwin, Pa., and St. Joseph, 
Mo. The cereal company’s plants 
and office will continue present 
operations, according to Austin S. 
Igleheart, president of General 
Foods. 


Mullen Adds OWI Duties 


John A. Mullen, formerly vice- 
president of Benton & Bowles, has 
taken over the dual post of chief 
of the copy bureau, and supervisor 
of production and editorials for the 
OWI domestic radio bureau. Mr. 
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Mullen has been copy chief since 
June, but will now take over addi- 


tional duties left by George Zack- 
ary, who resigned. 


eI 
THE MAGAZINE 
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MOST WANTED 
BY HEADS OF BUSINESS 


Grea fest 


Now 9th City 


AMONG THE 101 LARGEST 
IN EFFECTIVE PER CAPITA 


Buying Income 


Sales Management's Nov. 
10th Interim Survey of Buy- 
ing Power shows TACOMA 
—center of Washington’s 
Second Market — NINTH 
among the 101] largest U. S. 
cities in Effective Buying In- 
come per capita. Pierce 
County — with the second 
largest population in Wash- 
ington State — again placed 
second in retail sales, reflect- 
ing the solid, growing im- 
portance of the Tacoma mar- 
ket. And remember! All 
reliable forecasts highlight 
the fact that post-war busi- 
ness, too, is BOUND to be 
good in Tacomal 
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52 City Average Gain, 28.4%, 
* AUTOMOTIVE— 


TNT GAINED - - - 
52 City Average Gain, 18.3°/, 


™Nows Tribune 


90.4°/, 


A vertising Gains 


in the Pacific Northwest! 


For the first 9 months of 1943, the Tacoma News Tribune 
chalked up a gain of 22.8% in total advertising lineage 
—greater than ANY OTHER metropolitan paper in the 
Pacific Northwest, and greater by 9% than the 52-city 
average for this all-inclusive classification. In other 
classifications, too, the Tacoma News Tribune leads or 
makes a favorable showing compared to the 52-city 


average: 
* RETAIL— * TOTAL DISPLAY— 
TNT GAINED - - - 168% TNT GAINED - - 19.6%, 
52 City Average Gain, 3% 52 City Average Gain, 8.4%, 
* GENERAL— * CLASSIFIED— 
TNT GAINED - - - 21.4% TNT GAINED - - 32.8%, 


52 City Average Gain, 33.8%, 


* DEPT. STORES— 
TNT GAINED - - 
52 City Average Gain, 


29.4%, 
4.9°/, 


TACOMA, WASHINGTON 


Lorenzen & Thompson, Inc 


Nationa! 


Representatives 


te 


ce 


“Sihaaae 


Wry , 


ee . ou ' a a. 
y = 
| ee 
oe 
SS 
# | yo 
r : 
/ | P 
; a | a é ie 
} 
ai 
eo 
Be Pa 
c- ee Choose the /- i 
y r 19 a 
0 eee \ BS 
r leads | ‘ss 3 ) 
Al, | Pos se 
) | S .. a 
J= im ) , om 
ee 
| : 
SSS 
2, ! 
ye ee i 
i- : 
3) ie 
ir Ms 
1e 
n, A= 
1S 2 
t- : 
=a 
o fe 
bo “ ae a 
t ae fe 
| pens 
3 \) mae geo 
l- ¢ od “Cyr. Le 4 4 ‘ 
os th a, see” . i 
“4 tte fe, ae. g ; yet Fa N : 
- Aer p _ ja N 
. wot . ee | 
os tt at “a ik Sit in . 
. nite ii saeco wy mo ee . ? 
e 4 ”, oy tae bi bh AY ye ‘cs (ea, 
. oot ag ne ee ee ie’ ¥? ‘ es «ust Lot \ 
do ee, aw ? i i Grint, 
ou Peal e hs geen eames ee Noh oh ca ; 
. : ss a ah aad ; a. arene 
a at = i) he bea ee “2 a 
“2 7 Nw pe te: # ¥ ei ‘ r ~~ me eo an ae | ap Bae, ; ej 
f % are ee ae j tet ee gu # ; % ioe, oe A 3 a 
Nf 4 wy we” , ; a A tee ae + hee Pneea 3 ee rie I Bis 
; %, Ay . oe es oo ie “ are, eG, Oe So ; ; ae 
a RA . ig ee Sk . ae ee pipet og ER. Minsk te < jon x Re ras £3 BA 
RARE bail 4 bs See PO Dee eect ret ee Gees 
’ ee Ra «et ; ‘al alll wR We Be ag tee”: 
° Parts Wyeth ee ‘ . ENE ae «ae a eA 
' ie Bb the Ss ee Ne ae a 
t *S, Sat J : ‘ Be 5 BATTS oO ch ee io". ia ales 
ober bh vt boring ; he SLO on a ee ¥ 2 
. aks SRS ae + RS Bene Oe gage Bec ine 3 yaa" ee ila ose a, ‘ 
n VELLA GO OE eae eee on ae ne 3 rr ag 7 a RO : 
| Settee aah Mr Goa Te Men Bh sat fa a haets ro > 
T) SES take me Serger jae -, see 4 yy iH 
eek FANS wes ee tae gh TO ee Leese : pS ae 
Ra ee “yer Oe CAO : agar 
RRERE TNR RSS a oe Sate on «Zz wn 4 ~ 4 ay 
ARAEE SARS & Ue 2 ean Tel te i en nities 
+ eR Re a Rte vee. x yet? 2 y ~~ Fer te is ‘id ‘ tte eee mate 
SRR RS BRS pO or ; res re. ae was Snttaaeae tern 
y PO Ryans be ‘ * ‘ Y co 4S ast 7 5 ta 1h soe a Pa ee eee - . 
Le SREY . ; a a Oa Ge eR eS ke Oe oe copes 
tt Yah) CARMA ee BS, naa % 93 te Sia re ee ag re trie, 
yf it ve PERS RAR ‘ yo BV ARE oan neal ee na ee 
6 ee naaacctcie a amaammmate cere " 
VAL ESkeRene Ee SN RY a = WG, ote iin uae geste cepemmmaa as eee eg 
CLL eateh wentme i thee tUNt Th 4 % een as eee Oe np ee RAL nents oe 3 
2 Seat RRR : EE ; en we -aqaatttine: SS Ria sae ee gate 5 
1 Seas SARS a ; wets. camer tects Sithatetia eet : 
_—————————————————— SS ERE ORE BARS DI cots ge ERO I ig oo ans ocrct op ge ene aa ; 
OS eee | 
Sa 2 RS: ~ Pr are : Stieeeseenge Nett ta tee coer ona : ml 
* + P | PS M . . Oe ae ly t 
7 : eres *" Ses ; RANG £ tA ag @ ae 
e J ea 
. a ‘ie . ' 
, 
, i ~ - 
“ 5 Pe ee 
FOR ny ‘ See ‘are 
fe — ay ements Sait © 
f Mi ah a SG ’  SBAORTS BAS s om 
z _ 4: ee gree ate, eg a, 
o , i SE Do ta gsttt ad ia 
Lf Peat — gerne, pan . 
S "Dit eecemcmmrenren TIT TT \ geet 3S pe tere 
y no - Ue gn a ee ; ESS a D. bi BN 
os Co 4 tt. oa, ae 
} . i Re wh . 4 ee 
/ K Bi ee i e ‘ C8 s gs 7 
4 £ SHS i, dpi ee TS 
"~ Ne ae anasto 
- Sey 
‘4 BY 
i? 
' Pe Zz 
age Po 
; 1 : 
| » ; 
| "A : 
Cy x 
- : 
: pe ee 
—_ | 
—C‘(‘ti‘ LS 
| 
| 
/ : ~ 1 | 
ke = : r 4 ; : 
: a : 
am : : " on 


42 


Kortkamp Named Director 


W. R. Kortkamp of Dill & Col- 
lins, Inc., has been elected to the 
board of directors of the Eastern 
Industrial Advertisers, Philadeiphia, 
to fill the vacancy created by the 
resignation of R. E. Lovekin, R. E. 
Lovekin Corporation. 


Stringer to Omar, Inc. 


N. D. Stringer, formerly district 
manager for General Foods at Des 
Moines and Memphis, has been 
named general sales manager of the 
mill division of Omar, Inc., Omaha, 
Neb. He will handle mill sales, 
including the new Ranch House 
pancake flour division. 


Four Join NPBA 


Jobber Topics and Super Service 
Station, published by Irving-Cloud 
Publishing Company, Chicago, and 
Pacific Factory and Pacific Road 
Builder & Engineering Review, 
published by Fellom Publishing 
Company, San Francisco, have 
joined the National Business Papers 
Association. 


Fullerton in New Post 


Thomas J. Fullerton, with Fuller- 
ton Publishing Company Ltd., To- 
ronto, for the past seven years, has 
been appointed director of adver- 
tising for Popular Publications, Inc., 
Toronto. 


DAYTON 


PAYROLLS: 


T14/o ins years 
244%. © in 10 years 


Dayton ABC City Zone Industrial payroll for 1943 Is estimated at 
$216,000,000. The total for Montgomery County is estimated at 
$400,000,000. Dayton has been UP consistently. Dayton, with its 
active, diversified industries, will STAY UPI 


LAST 3 LAST 10 

ABC YEARS YEARS 
CITY ZONE 1943 (EST.) GROWTH GROWTH 
POPULATION $288,119 19% 28%, 
FAMILIES $90,059 19% 28% 
EMPLOYMENT 69,000 42% 124% 
PAYROLLS* $216,000,000 114% 244%, 
RETAIL SALES $234,000,000 99% 200%, 


*Industrial only (total county payrolls $400,000,000) 
+ War Ration Book No. 2 Registrations 


THE DAYTON (OHIO) 


JOURNAL-HERALD 


Morning © Evening * Sunday — 


Dayton’s Largest Daily Circulation 


Nationally Represented by The Geo. A. McDevitt Co. 


Private Lines 


Grade labeling is dead for this 
year so far as OPA Director Chester 
Bowles is concerned. In the face 
of Congressional hostility, OPA will 
steer clear of grade labeling this 
year, and hope for more sympa- 
thetic consideration of the subject 
next year. 

* * us 

Now that the Federal Trade Com- 
mission has published the first of 
its series of reports on distribution 
costs, in which it says that food dis- 
tribution is costing the citizen too 
much, a second report covering dis- 
tribution costs for men and women’s 
clothes, women’s hosiery, and rugs, 
will be released shortly. Fifth in 
the series will be a study of adver- 
tising, comparing the advertising 
costs in the distribution of all types 
of goods. 

4 ck a 

The Treasury will wage a stiff 
fight against the Bankhead bill in 
the House. Reading of publisher 
assertions that they are “tired of 
carrying a tin cup for Uncle Sam,” 
one official commented: “So they 
have brought the tin cup to Uncle 
Sam.” 

* a oo 

The War Advertising Council pro- 
poses to mobilize comic supple- 
ments of newspapers behind the 
government - industry cooperative 
seven - point conservation program. 
The plan is to have outstanding 
military leaders as_ subjects of 
multi-colored panels, explaining 
how the services conserve fuel and 
other essential items. 

x * tk 


The big government paper con- 
servation drive will really get under 
way shortly after Christmas when 
OWI starts an all-out effort to con- 
vince consumers that they should 
accept packages without having 
them wrapped. About the same 
time, Arthur Kudner, Inc., acting as 
a task force for the War Advertis- 
ing Council, will release a formula 
folder on conservation telling all 
classes of business and industry how 
they can promote paper conserva- 
tion through advertising and in 
their own business. 

kK * * 

Cordial network-sponsor relations 
suffered a setback last week when 
NBC officials chose to cancel the 
“Voice of the Dairy Farmer,” 15- 


minute program sponsored by the 
American Dairy Association, Chi- 
cago, so R. J. Thomas, CIO vice- 
president, could go on the air. 
Thomas adopted a red-hot subject, 
federal food subsidies, for his talk 
at the same time the dairymen ex- 
pected to reach their established 
audience. In Congress, Rep. August 
H. Andresen, Minnesota Republican, 
asked for a formal inquiry on the 
question of “who is gagging whom.” 
NBC assumed full responsibility for 
the program switch. 
* * od 


Only hitch in the Denver showing 
of radio’s retail promotion film, “Air 
Force and the Retailer,” came when 
the retail merchants’ association 
withdrew from the advance plan- 
ning, disagreeing with stations over 
makeup of the invitation list. Radio 
station personnel were especially 
pleased, however, with the recep- 
tion given the presentation by de- 
partment store representatives. 


A plan for national advertising 
and promotion of local beer brands, 
following along the lines developed 
by National Dairy for its Sealtest 
plan, is near the action stage. The 
plan will be announced next month, 
and will be aimed at placing local 
brewers in a stronger position to 
fight national beer brands and to 
offset further feared invasion of the 
beer filed by the big distillers. 


Sears Sets Up New Unit 


Regrouping of certain of its mer- 
chandise lines through formation of 
a new buying department was re- 
vealed by Sears, Roebuck & Co., 
Chicago, last week with the an- 
nouncement that Tom Lang, with 
the company for the past 12 years, 
will assume supervision of the new 
department on Feb. 1, 1944. The 
new department will include pic- 
tures, lamps, mirrors, dinnerware 
and glassware. 


Drug to Anfenger 


Anfenger Advertising Agency, St. 
Louis, has been named to handle 
advertising of Meyer Bros. Drug 
Company. Sherton B-1 is the prin- 
cipal product to be advertised. G. 
— Hertslet is account execu- 
ive. 
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Pedder Promoted; 
Markham Resumes Pos: 


J. F. Pedder, 
formerly assist- 
ant advertising 
manager of the 
division, has been 
appointed adver- 
tising and sales 
promotion man- 
ager of the appli- 
ance division of 
Frigidaire, which 
includes refriger- 
ators, electric 
ranges and water 
heaters. . 

T. W. Mark- 
ham, now on an- J. F. Pedder 
other assignment, will resume his 
former post as advertising and sale; 
promotion manager of the commer. 
cial and air conditioning division, 


Tamms to Gordon 


Tamms Silica Company, Chicago, 
maker of some 250 products for 
industrial and manufacturing fields 
as well as several consumer items, 
has named Phil Gordon Agency, 
Chicago, to handle its account. 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 
100,000 readers daily! 


* * THE * x 


JOURNAL-COURIER 
NEW HAVEN, CONN. 


data up to 


The vitamin content of new products, the enrichment or fortification 
of old products: 


Are you really 


up to the minute 


about vitamins ? 


Ir you work on food and drug advertising, you’d better have your vitamin 


the minute 


a contribution. Have your facts straight. 


For instance, Vitamin A. Get and study and pass along the facts about 
what we believe to be the finest vitamin A concentrate available. 
Distilled Vitamin A Esters* 


in the natural Ester form is produced by molecular distillation in high 


and because of the rapid progress in this field, 


yesterday’s data may well be hopelessly obsolete. 


these are problems toward which you should be making 


is the name. This concentrate of vitamin A 


vacuum, a process which gives the resulting concentrate several unique 
advantages. 


Distilled Vitamin A Concentrate in the natural Ester form is scientific- 


ally uniform in quality, high in potency, two to ten times more stable in 


heat, light, and air than any other commercial concentrate we have tested 


Exceptionally bland, this vitamin A does not impart taste or odor to foods 


or pharmaceuticals. 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patents. 


wer PRODUCTS. IN 


ME ROAD WEST. 


ESTER. NEW YORK 


o a | i, 


Write for our new illustrated brochure, “The Story of Vitamin A Esters.”’ 
Get complete information and performance data for your technical men. 


Bring yourself really up to the minute about vitamin A. 
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WANTS 'EM BACK 


q will you part with 
your ROLLS RAZOR? 


_, . We will pay you $5.00 for it, 
and here's why... 


ting men like the Rolls Safety Razor be- 
poy a self-contained shaving tool, complete 
with a lifetime blade and its own hone and strop. 


ji our output has been going to Post Exchanges 
An Ships Service Stores since Pearl Harbor, but 
in spite of this, the demand from the services far 
exceeds the number we are able to furnish 


In an effort to come nearer to meeting the many 
requests that are pouring in on us, we ask you to 
part with your Rolls Razor— Mode! No. }, 2, 2A or 
3—and will pay you five ($5 00) dollars for it. 

| the Rolls Razors sold back to us will be put 
Al iret class working order and shipped to Post 
Exchanges and Ships Service Stores at no profit 
to us, to be sold as reconditioned razors. 


The day your Rolls Razor reaches us, we will list 


lization plus full family allowances 
for six months, were advocated by 
the NAM in a program for the 
eventual demobilization of the 
armed forces. 

For the first three months follow- 
ing honorable discharge, NAM sug- 
gests base pay up to $100 a month 
with full family allowance. The 
manufacturers recommend that for 
the second three months after dis- 
charge base pay be continued at 
$50 a month, also with family 
allowances. 

NAM’s program also recommends 
that each member of the armed 
forces be given a prompt postwar 
furlough of three weeks with pay 
and transportation to and from his 
home, so that he may size up the 


to enable them to locate peacetime 
jobs without distress after they are 
demobilized,” said Wilfred Sykes, 
president of Inland Steel Company 
and chairman of NAM’s postwar 
committee. 

He made public the demobiliza- 
tion section of a postwar committee 
report which is to be submitted to 
the meeting, and said the association 
would put its full influence as 
spokesman for peacetime employers 
of some 10,000,000 persons behind 
this demobilization program. 

Estimating that “actually needed” 
private, state and local building 
projects would provide employment 
for 6,500,000 persons during the first 
18 months of peace on construction 
jobs with a total cost of $15,000,- 


The demand from private sources, 
plus the demand for public facili- 
ties on the part of state and local 
governments which can pay their 
own way, will be sufficient—if it is 
not stifled by adverse government 
action or inaction—so that an ex- 
traordinary federal program involv- 
ing building would be in competi- 
tion to the expanding construction 
industry and would be definitel 
inflationary, the committee declared. 


Canco Issues Booklets 


American Can Company, New 
York, has published two booklets, 
“Wartime Recipes from Canned 
Foods,” and a revised edition of 
“Help Make America Strong,” to 
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Wishny Promoted 


Jack Wishny has been appointed 
eastern division manager of Wil- 
liam Jameson & Co., division of Sea- 
gram-Distillers Corporation, New 
York. 


Names Cairns & Co. 

United-Carr Fastener Corpora- 
tion, Cambridge, Mass., manufac- 
turer of dot snappers, has appointed 
John A. Cairns & Co., New York, 
to handle its advertising. 


For Signs of 
the Future 
Look to— 


your name to receive priority on the purchase of a peacetime situation to which he is} 000,000, the postwar committee said | assist wartime menu planning. They 
ales aw Ree ofa Scary 0 tip showing yout name returning. there would be no need for a huge|are being distributed to nutrition- 
er and address as having contributed it to the services. “The purpose is to give the armed| federal works program after the|ists, dieticians and others engaged by ARTK 
ion, The model number of your Rolle Rasor is stamped forces free time and pay sufficient| war. in home economics activities. SIGH CO, LIMA, OHIO 
on the plain ends of both lids. If yours is a Model 
No, 8 an by segsetered mail. Put the $5.00 we'l 
Piola dy Fo 
ago, when the war ie won. 
for ROLLS RAZOR, INC. 
lds, Sales and Service ‘ 
2mMs, 342 Madison Ave., New York 17, N. Y. 
ncy, bictel 
Rolls Razor, Inc., reverses the usual pro- 
—__.§cedure in this copy, which offers to buy, —_——————_ ’ 
rather than sell. The advertisement ap- 
peared in the New York Times and 
Herald Tribune last week. = 
Green, Murray MARKET 
to Take Part in PITTSBURGH’S 14 COUNTY 
NAM Conference 
New York, Nov. 23.—Top leaders 
of industrial management and labor 
5 will sit down together for a com- 
prehensive, on-the-record, round- 
table discussion of the postwar job 
problem when the National Asso- 
ciation of Manufacturers holds its 
second War Congress here Dec. 8-10. ; 
William Green, president, Ameri- oa 
can Federation of Labor, and Philip 
Murray, president, Congress of 
Industrial Organizations, have ac- 
cepted invitations to participate in 
this event with F. C. Crawford, 
NAM president, and Paul Hoffman, 
chairman of the Committee on 
Economic Development. Expected 
acceptance by Eric Johnston, presi- 
R dent, U. S. Chamber of Commerce, ; 
will complete the five-man discus- 
fm sion group. 
“The big problem which we have 
to face is maximum production be- 
———“Mcause that is the only way full 
employment can be realized,” Mr. 
Crawford said. “It is a good thing 
for labor and management to get 
together in this sort of conference 
and thrash out the problems that 
concern the common welfare.” 
Some of the questions certain to 
be posed by discussion of postwar 2 
jobs are these: : 
Will American industry be able 
to provide jobs after the war not 
only for the millions of demobilized 
servicemen, but also for all of those > 
n — employable? cz 
How many women who have “he 
catered ‘aip aecng te. wee PUTS THE GOLD IN PITTSBURGH’S GOLDEN TRIANGLE " 
emergency will prefer to continue : 
industry instead of returning to 
the role of housewives? 
How rapidly may servicemen be . _ 
demobilized after the war so that COAL — most abundant and cheapest streets of downtown Pittsburgh’s famed | 
they can be woven effectively into a 


the pattern of peacetime job avail- source of heat and power — has been 
lity? P 

shown by modern chemistry to have a 

thousand other uses as well. Vital today 


— it is destined to a great future. 


Golden Triangle. 


Basic pay allowances adding up 
5950 for each veteran on demobi- 


In the Pittsburgh Market 7 out of 10 
workers are employed and live in the 
suburbs—in 144 satellite cities and towns 
—where the Post-Gazette has 50% 
more coverage than either of the two 
“evenings”. Add a strong and influen- 
tial city circulation and you see why 
advertisers rely on the Post-Gazette 
for effective, balanced coverage of the 
entire market. 


In the Pittsburgh tri-state area are the 
richest developed fields in the world — 
now producing 58% of America’s Bitu- 
minous Coal! Like other wealth-produc- 
ing Pittsburgh industry, the coal mines 
and processing plants are located out in 
the 50-mile trading zone—not in the city 
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Walgreen Sales 
Up $17,000,000; 
Has 460 Stores 


Chicago, Nov. 23.—Sales volume 
soared $17,000,000 for the year end- 
ing Sept. 30, offsetting much higher 
taxes and substantially increased 
payrolls, stockholders of Walgreen 
Company and subsidiary companies 
were informed this week in the 
drug chain’s annual report. 

Officers set aside $500,000 for 
postwar contingencies, a provision 


not made in 1942, after which net 
profit amounted to $3,269,519, com- 
pared with $3,361,469 during the 
year ended Sept. 30, 1942. Operat- 
ing expenses included $31,602,915 
for selling, advertising and occu- 
pancy, compared with $27,747,440 
during the previous year. Net sales 
amounted to $112,204,121. 

Charles R. Walgreen Jr., presi- 
dent, advised stockholders that the 
chain was operating 460 stores 
throughout the country at the end 
of September, having closed 19 
stores which “were making only a 
very minor contribution to our in- 
come.” Fire forced the closing of 


Is there way 


4 Q—: 


Syndicate “Store. sserd 


A—y*e visit any number of stores in any of the larger 
Syndicates and ask them yourself. 


For 5c to $1.00 Variety Store Market Facts Write 


4 Syndicate Store Merchandiser 


79 Madison Avenue, New York 16, N. Y. 


rove reader preference for re 
andiser? 


CHICAGO * LOS ANGELES + ATLANTA NB Dg 


Thi 10EA BOOK’ 


TWAT WAS PROSPERED BY SERVICE , 
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another unit. Only one new store 
was opened during the year, in the 
Pentagon building, Washington, D. 
C., at the request of the War De- 
partment. Mr. Walgreen said the 
store, operated by the company 
for the benefit of the Army Post 
Restaurant Council, drew unso- 
licited and favorable publicity 
which “seems bound to build good 
will.” 

“It is a large store, containing all 
the features characteristic of a 
modern drug store, with the ex- 
ception of food facilities, which 
were not needed because the Post 
already had ample installations 
elsewhere in this, the world’s larg- 
est building,” the Walgreen presi- 
dent said. 

Walgreen may soon open a new 
store at Plainview, Kan., under pri- 
orities and by request of the Fed- 
eral Public Housing Authority, he 
added. 

Shortages of certain merchandise 
and foodstuffs may affect the up- 
ward sales trend, Mr. Walgreen 
said, although “our goods and serv- 
ices are primarily everyday neces- 
sities, most of which are obtainable, 
and the variety of items which we 
handle gives us the opportunity of 
great flexibility in merchandising 
effort.” Inventories have been well 
maintained in all Walgreen stores, 
both in quantity and quality, he 
added, and the company believes it 
can continue to operate effectively 
for the duration. 
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OCTOBER SALES OF CHAIN STORES 


Combined Total 


vaatebass’ $468,999,548 $500,340,514 


c7——October——,, % Gain -—!st 10 eee . 
1943 1942’ orloss ° 1943 ma ine 
Food Chains ; 
tJewel... $ 3,976, $ sf" 218,816 -—5.6$ 44,080,323 $ 44,248.002 —», 
7 Kroger Groc. & Bak. Co. . 33,325,1 137,021 +7.0 356,334,632 316,418.90! 4) 
tNational Tea . 7,161 390 * 009,693 +2.2 77,547,532 76,218,945 
ee rere ‘ 46,005,986 45,802,305 +4 496,291,232 508,037,216 } 
Group Total ... .$ 90,468,784 $ 88,167,835 +2.6 $ 974,253,719 $ 944,923,064 3 
Mail Order 
aMontgomery Ward .. 60,646,535 76,067,626 —20.3 464,712,336 479,491,049 —3, 
aSears, Roebuck .. ..$ 88,440,541 $ 97,976,988 —9.7 $ 625,832,359 $ 656,294.499  — 4, 
a. eee 2,850,824 4,577,091 —37.7 23,559,511 33,044,012 28.7 
Group Total ..$151,937,900 $178,621,715 —14.9 $1,114,104,206 $1,168,829,760 45 
Drug Chains . 
*Crown .. a 2 eee Oe esis © Vcc. 
Peoples 2,980,701 2,956,309 +08$ 28,070,174 $ 25,877,249 <o¢ 
SND. Gisntndsdakas skadeias 9,723,330 9,188,804 +5.8 91,802,589 80,314,178 +143 
Pere per re $ 12,704,031 $ 12,145,113 +4.6 $ 119,872,763 $ 106,191,427 +129 
Variety and Miscellaneous 
Bond Stores . .«$ 4,977,546 $ 3,855,706 +29.1 $ 34,469,059 $ 35,346,265 —25 
Butler Bros. .. anaes 10, 728, 026 13,138,704 —18.3 99,998 388 100,675,045 — 57 
tColonial Stores .......... Ve ‘251 988 6,962,059 +4.1 72,490,367 63,817,270 3 6 
Consolidated Retail Stores "91 | 609 1,655,259 + 15.5 15,816,184 11,835,747 334 
Diamond Shoe Corp. 2,664,918 2,977,722 —i0.5 24,066,990 24,848,515 3.1 
Edison Bros. .. 3,396,747 4,598,205 —26.| 32,660,115 37,144,147 26 
Fishman, M. H. 599,853 589.694 +1.7 5,075,250 4,607,954 4 D1 
Grant, W. T.... 14,810,329 15,111,378 —2.0 125,400,841 114,282,502 497 
aGreen, H. L.. 5,917,019 5,935,509 —0.3 46,555 053 42,699,273 +99 
alnterstate Dept. 3,836,049 3,978,035 —34 29,644,016 26,554,719 +114 
Kresge, S. S... 18,372,422 18,406,499 —0.2 157,576,397 150,518,249 +47 
Kress, S. H.. 10,547,340 10,278,315 +2. 94,542,254 87,515,058 «89 
SE 65.04.02 6,354,141 6,125,613 +3.7 53,806,197 44.979.146 + 194 
McCrory ....... 5,748,668 5.655.982 +1.6  51.452.620  46.500:809 = 104 
aMcLellan Stores 3,401 493 3,176,239 = +7. 25,756,966 21,954,207 +173 
Murphy, G 6 ‘998, 257 7,334,808 —45 63,770,891 57. 999; 047 499 
Neisner Bros. . 3,322,041 3,205,272 +63 28,462,059 24,623,110 +154 
Newberry, J. J. _ 7,713,022 7,251,672 +63 68 444 657 57,183,486 +197 
Penney, q . 50,581,961  54,302'82/ —6.9  381.843:880 37752680! +) ) 
Rose's Stores ... 1.095.930 987,253 +11.0 8,101,091 6,972,180 +142 
Schiff Co. ..... 1,858,984 2,093,840 —11.2 15,435, 157 15,631,046 —\ 2 
Sterchi Bros. .... 423,484 613,352 —30.9 4,194,979 4,582,907 8.4 
Western Auto ... 4,231,000 4,698,000 —9.9 37,551,000 47,214.:000 —205 
Woolworth, F. W. 37,146,005 38,473,914 —3.4 338,805,415 322,599,576 +59 
Group Total .. . $213,888,832 $221,405.85! —3.4 $1,815,919,826 $1,727,611,059 45) 


tFour weeks and 44 weeks, 
aNine month period. 

*Figures not included in totals. 
t4 weeks and 43 weeks. 


—6.3 $4,024, 150,514 $3,947,555,310 


--) 


DEDICATED TO THOSE WHOSE CONVICTION IS “TI 
INDIVIDUAL ENTERPRISE AND WHO ADVERTISE 
NOW TO INSURE ITS CONTINUANCE 


ESTERDAY’S advertising accom- 


plishments speed today’s war produc- 


tion. The widespread sale through 


advertising of labor-saving devices for the 


home, has made possible the freeing of time for 


women to work in the many occupations that 


mean implements and manpower for victory. 


Advertising—wisely planned, placed, and adequately continued— 
cheaply and efficiently enlarges the use of a product or provides 
the basis for an enlightened, intelligent public opinion. 


SCRIPPS-HOWARD NEWSPAPERS 


NEW YORK -World-Telegrom COLUMBUS ...... « Rocky Mt.News EVANSVILLE... . «+ + Press 
CLEVELAND... ....; Press CINCINNATI... . ~~ « Pot gue 8 «6CBIRMINGHAM..... - Post WOUSTON. .. «see Press 
PITTSOURGH. ...... Press WKENTUCKY .. 2. - + +> Post Commerciel Appeol FORT WORTH... .« «+ Press 
SAN FRANCISCO . News Covington edition, Cincinnati Post Press-Scimiter ALBUQUERQUE .. . . Tribune 
INDIANAPOLIS. ... . . Times KNOXVILLE . . . News-Sentinel TR Teg) WASHINGTON... ... News EL PASO ....-. Herald-Post 


NATIONAL ADVERTISING DEPARTMENT - 230 PARK AVENUE~- NEW YORK 


Fernald Joins CBS 


Richard C. Fernald, formerly a 
member of the public relations staff 
of Bell Aircraft Corporation, New 
York, has joined the press informa- 
tion department of CBS, New York, 
replacing Carleton Pearl, who has 
joined the Army. 


Seal-Sac Names Hicks 


Seal-Sac, Inc., Fall River, Mass., 
maker of Enduro-Tex and “Seal- 
Sac” products, has placed its ac- 
count with Hicks Advertising 
Agency, New York. 


WTCM Joins Mutual 

Station WTCM, Traverse City, 
Mich., owned and operated by Mid- 
western Broadcasting System, has 
become affiliated with the Mutual 
Broadcasting System. 


McKenna Board Chairman 

Roy C. McKenna, formerly presi- 
dent, has been elected chairman of 
the board of Vanadium-Alloys Stee! 
Corporation, Pittsburgh. Floyd Rose, 
who had been vice-president, was 
promoted to president, and J. P. Gill 
was elected vice-president. 


Histed to Thomas Truck 
Ed Histed, formerly with French 
& Hecht, Inc., has joined the 
Thomas Truck & Caster Company, 
Keokuk, Ia., and will work in the 
industrial wheel sales department. 


A. W. Humm Promoted 


Albert W. Humm, in charge of 
public utility and home appliance 
accounts for Hixson - O’Donnell, 
New York agency, has been elected 


a vice-president. 


poses. 
trade-names and 


plannings. 


tions. 


market. 


Consumer-buyers are 
“post-war planning’ now— 


House-to-house war bond selling in the recent 
drive disclosed the fact that in a great many 
homes a nest-egg was accumulating for post- 
war purchases, and that people were already 
ear-marking sums of money for definite pur- 
Manufacturers who are advertising 


sales, are undoubtedly figuring largely in family 


Toronto to-day has more employment than 
ever before and a larger average pay envelope, 
and these savings are growing to vast propor- 
The Evening Telegram provides a daily 
opportunity for the cultivation of this potential 


TORONTO IS A “TELEGRAM” CITY 


products now, for after-war 


See ee 


TORONTO 
New York—DAN A. CARROLL 


Tue Eventnc TELEGRAM 


Toronto’s Most Interesting Newspaper 
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CANADA 
Chicago—JOHN E. LUTZ 
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CAMPAIGN OPENER 


Worthington Runs 


HOW LONG WILL YOUR|2i22est Campcian 


CAR HAVE TIRES ? 


W or-cxsential metering and treckeng on rubber teres will contimne’ Thanks i the many 
ponds of many U.S manufacterers Irie Worthengtoe ruough syathern rubber plants 
heme nee heen built and equipped te produce wear [0000 toms af rubber om 1944 
But there's meme te wants! 


in Its History 


Harrison, N. J., Nov. 23.— The 
most comprehensive advertising 
program in the company’s 103-year 
history, encompassing large space in 
newspapers and two-page, four- 


A Report to A WORTHINGTON “WORTH-SCOPE” 
Wortime America from the 


movone ion PRM Amo GACRINERT COMPERETION 


See How Worthington Helps Get 
Good Rubber Tire out of on Oil Well 


color spreads in national magazines, 
has been launched by Worthington 
Pump & Machinery Corporation, 
with initial advertisements appear- 
ing Nov. 19. (AA, Nov. 22.) 

Advertisements in the series will 
deal with Worthington’s role in 
naval and maritime shipbuilding, 
explosives, petroleum, air condi- 
tioning and refrigeration, chemicals, 
gas transmission, construction and 
other essential activities. 

The newspaper schedule calls for 


1,000 and 1,470-lime space in about 
16 large city newspapers, including 
financial dailies and five Worthing- 
ton plant city dailies. The opening 
insertion dealt with the contribu- 
tion of the company’s products in 
construction of synthetic rubber 
plants. 

Similarly, the magazine adver- 
tisements, which appeared in two- 
page spreads in black and white in 
Business Week, Modern Industry, 
Newsweek, Time, United States 
News, and a full page in Fortune, 
described how Worthington pump 
cylinders keep a constant pressure 
on volatile hydrocarbons used in 
making synthetic rubber, eliminat- 
ing the danger of gas formations. 
Future magazine insertions will use 
four colors. 

The campaign emanates from 
Worthington’s new advertising de- 
partment headquarters in Newark, 
N. J., where the company has or- 


ganized a staff to deal with all 
phases of advertising — domestic, 
export, institutional, public rela- 
tions, etc.—under the direction of 
A. L. Davis, advertising manager. 
Richard A. Strickland is director of 
publicity and public relations. 

The New York office of James 
Thomas Chirurg Company handles 
the account. 


Canco Issues Manual 


American Can Company, New 
York, has issued a new 600-page 
book, “The Canned Food Reference 
Manual,” for the use primarily of 
physicians, nutritionists and dieti- 
tians. 


Resigns Account 

Erwin, Wasey & Co., San Fran- 
cisco, has resigned the account of 
the Golden West Brewing Company, 
maker of Golden Glow beer and ale. 


45 
Pontiac Ups Advertising 


Despite the fact dealers’ service 
business for the seventh consecutive 
month has broken all reeords for 
comparable months of other years, 
Pontiac Motor Division, Pontiac, 
Mich., is continuing service adver- 
tising without interruption. In ad- 
dition to newspaper advertising, 
Pontiac dealers during the last three 
months of the year will send 1,600,- 
000 mailing pieces to more than 
450,000 car owners. 


"ARE YOU SELLING THEM EFFECTIVELY? 
q + 
You should have ex pert counsel 
on bow to reach the growing 


£2 $7 Billion Negro Market. Consult—* 


| OUT OF » 

EVERY 10 DAVID J. SULLIVAN 
AMERICANS Negro Market Organization 
SA NEGRO Marketing + Advertising + Research 
545 Fifth Avenue + New York, N.Y! 


This is the first advertisement to appear 
by Worthington q 
Pump and Machinery Corp., marking its 
debut as a national advertiser on a sus- 
schedule of large-space news- 
paper and magazine advertisements as 
well as the biggest drive in the com- 


in a new campaign 


tained 


pany's history. 


OU know that detours are 

always irritating, generally 
costly — and sometimes the 
. Why 
suffer these handicaps in 
your printing or other produc- 
tion needs? Why have your 
printing continually detoured 
—one place for engravings, 
another for type-setting, some- 
where else for presswork?.. . 
When you put selling vehicles 
on the straight, smooth, fast pro- 
duction route—Faithorn 3-in-1— 
you avoid all detours. Your jobs 
bowl merrily along; arrive on 
schedule — clean and hand- 
some, fit to carry your sales mes- 
. . You'll get 
convincing testimony if you write 
us for the names of executives 
we serve and samples of the 
productive work we are doing. 


cause of serious loss. . 


sage with honor . 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
many aavysentages. 


FINEST ENGRAVING 7 
FINEST TYPOGRAPHY 
=a FINEST PRINTING 


You can use one orall,justas you wish, 


but all are here, ready to serve you... 
Speed,economy, satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE @ 


WATERLOO 


CEDAR RAPIDS 


of Jefferson in concluding the 


hour on three stations 


GEARED FOR RESULTS 


truly the BIG BUY of 1944. 
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Even the most ardent Hamiltonian applauds the judgment 


Louisiana Purchase. 


Much of the rich midwest thus brought under U. S. con- 
trol, is today being brought under closer market-control 
by advertisers who use the Cowles Stations. 
Nature with the world’s most productive land, the area 
served by Cowles Stations includes: 


Blessed by 


16 wholesale centers, over 25,006. 
80 retail centers, 5,000 to 25,000. 


ims, €ach a Wwar-in: in itself 
populat on-total of 6,0 
‘To this entire. region, Cowles Stations beam your adver- 
tising at group rates as iow as < f for a daytime quarter- 
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46 
Marcy Back to Gillette 


After 15 months as assistant di- 
rector of WPB’s consumer durable 
goods division, G. Herbert Marcy, 
former sales manager of Gillette 
Safety Razor Company, Boston, has 
returned as assistant to the presi- 
dent. Along with other activities, 
Mr. Marcy will aid in formulating 
Gillette’s postwar plans. 


‘Better Homes’ Changes 


Better Homes & Gardens, pub- 
lished by Meredith Publishing Com- 
pany, Des Moines, has issued a new 
rate card, effective with the Feb- 
ruary issue, detailing a new trim 
size, already in effect, and adding a 
clause that the second color in a 
run-of-the-paper advertisement will 
be subject to the color available. 


Oe eee 

$25 successful 
6038 years under the 

pen of Merle Thorpe 


Choose the 


Leader... 


KSD Plan Sells 
War Bond Shows 
to 43 Sponsors 


St. Louis, Nov. 23.—When the 
nation’s 4th War Loan drive gets 
under way, KSD, the St. Louis 
Post-Dispatch station, will be ready 
with a pre-tested, successful for- 
mula for merchandising war bond 
shows to sponsors. 

That broadcasters can sell special 
war campaign programs was proved 
by KSD officials during the 3rd War 
Loan drive, when it sold 69 special 
shows and spot announcements 
to 43 sponsors during the three- 
week period. Thirty-eight sponsors 
bought 53 15-minute programs and 
16 spot announcements were sold 
to five sponsors. 

An aggressive sales campaign in 
behalf of the bond shows also 
brought KSD additional revenue, 
although the station gave adver- 
tisers minimum rates and built the 
programs without extra charge. 

The 3rd War Loan drive gave 
KSD an occasion to test its idea 
that sponsors would welcome the 
chance to buy special patriotic pro- 
grams which would permit goodwill 
advertising. KSD designed 15-min- 
ute bond shows, each to be sold to 
one sponsor only. The programs 
featured KSD’s ten-piece staff or- 
chestra, introduced ‘as the “Victory 


War Bond Band,” playing patriotic 
as well as popular tunes. Each 


show included a “buy bonds” trans- 
cription from the Treasury Depart- 
ment with other bond appeals tied 
into the continuity. Descriptions of 


j the sponsors’ work in the war effort 


were part of the script. 

Consumer goods businesses as 
well as war plants signed up for the 
new shows. Sponsors ranged from 
large steel plants, aircraft compa- 
nies and mill-work firms to whole- 
sale bakeries and soft drink com- 
panies. 

Success of the new service-pro- 
gram idea brought special comment 
from Vincent F. Callahan, director 
of press, radio and advertising, war 
finance division of the Treasury, 
who wrote that the outstanding 
promotion was being included in a 
special radio 3rd War Loan pres- 
entation for Secretary Morgenthau. 


Schonfarber Gets Three 


Gordon Schonfarber & Associates, 
Providence, has acquired three new 
accounts: Goodyear Footwear Cor- 
poration, Cooley, Inc., maker of 
awning stripes and canvas goods, 
and the Peerless Company, Rhode 
Island women’s store. 


Pearson Gets Account 


Homer Hogan & Co., Chicago, na- 
tional representative of Station 
KWBU, Corpus Christi, has named 
John E. Pearson Company, New 
York, to handle all eastern adver- 
tising for the new 50,000 watt Texas 
station. 


MACON, GEORGIA 
Enters the BIG=TIME Market Group 


and the Only Newspaper Coverage 
is Provided from MACON 


The Macon Telegraph and The Ma- 
con News provide complete cover- 
age of this bright spot in America’s 
marketing picture. And they pro- 
vide the only coverage of the trad- 
ing area. Circulation of any other 
newspaper or any combination of 
other papers is so small as to be in- 
effective. To do a job in the Macon 
area—a market of over half a mil- 
lion—you must have the Macon 
papers on your list. Over 43,000 cir- 
culation, A.B.C. Allow five-day lee- 
way on insertion dates, please. 


MACON, GEORGIA 


THE 


THE 
MACON NEWS 


TELEGRAPH 


MACON, GEORGIA 
Represented by The Branham Co. 


AND 


MACON 


Georgia’s 2nd Market 
One of the Nation’s 60 


‘Largest 
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Getting Personal 


Bernard Schnitzer, acct. exec. of Garfield & Guild, has been nameq 
chmn. of the publicity div. for the victory advertising committee of ‘). 
San Francisco adclub. . . 

Elected president of the Eye, Ear and Throat Hospital, New Yo}. 
Stanley Resor, pres. of J. Walter Thompson Co., succeeding Henry J. 
Fisher, who retired as head of the hospital after 23 years’ service, )t 
who will remain on the board of directors. Mr. Fisher is chairman 
of the McCall Corp. and Popular Science Publishing Co... 

At the annual dinner of the advertising and publishers div. of the 
New York and Brooklyn Federations of Jewish CHarities on Dec. 2 
at the Harmonie Club, Jack D. Tarcher, head of his own agency, \’!| 
be guest of the evening. Franklin Bruck, chief of Franklin Bruck 
Advertising, is general chairman of the division, Arthur C. Fatt, execu- 
tive at Grey Aq- 
vertising, is treas- 
urer and Ned L, 
Pines is chairman 
of the mazga- 
zine publishers 
group... 

A grand turnout 
of several hundred 
employes of the 
New York office of 
Macfadden Publi- 


AT G-E TELEVISION SHINDIG 


cations, including 
their wives and 
husbands, leading 


representatives of 
the ad industry 
and old persona] 
friends, attended a 
reception and din- 
ner dance on Noy. 
18 at the Biltmore 
Hotel for Orr J. 
Elder, to observe 
his 40th anniversary with the company. Speakers included Clarence 
Goshorn, pres. of Benton & Bowles; Ernest Machlin, v.p. of Art Color 
Printing Co.; Charles Shattuck, mgr. of Macfadden’s Chicago office, 
and Joseph Schultz, a company director, the master-of-ceremonies 

Be prepared, says 8S. G. Little, pres. of General Features Corp., so 
he’s already warming up on his driving and putting for next year’s 
annual golf tournament of the Sales Execs. Club of New York, hoping 
to cop first prize as he did last year. . . 

At_a recent fund-raising cocktail party at the Waldorf-Astoria, 
proceeds were realized to provide overnight lodging and breakfast for 
at least 6,000 service men on furlough during the next few weeks, 
according to Mrs. Harry Krawit, wife of Harry Krawit, v.p. of Peck 
ad agency. . . Lois Kaiser, of the secretarial staff of Ruthrauff & Ryan. 
New York, has joined the American Red Cross. . . 

Doing yeoman service for NAB’s film “Air Force and the Retailer,” 
is Walter Schneider, who recently joined NBC. Walter, who has been 
bowing in the guests for each showing of the film, has seen it about 
ten times and so far nobody’s caught him asleep at any showing. . . 

Richard E. Coe, head of the Coe Adv. Agency, Syracuse, who is 
program director of the Syracuse Adclub, will leave soon to become 
a field director for the Red Cross. . . Carl Eastman, of N. W. Ayer’s 
San Francisco office, has been nominated for the enlarged 31l-man 
board of directors of the S. F. Chamber of Commerce for the 44 tern 
. . Ray Rhodes, KFRC acct. exec., is celebrating the birth of a third 
child, a daughter. . . 

G. Richard Shafto, g.m., WIS, Columbia, S. C., has been elected pres. 
of the Forest Lake Country Club. .. Marie Houlahan, publicity director 
of WEEL, Boston, has been named chmn. of the radio committee of the 
New England Woman’s Press Assoc. . . 

“Well, frankly, I came in here to have a baby. But they ended up 
by grinding my valves and stringing me up to the ceiling,” says a 
cartoon-illustrated announcement from George Clifford, western man- 
ager of Young America, who is in the hospital for a repair job on his 
leg. The letter brought such an avalanche of calls and visits that 
George had to hang up an S.R.O. sign... 

M. J. Swan, International Harvester advertising executive, appeared 
on the Dunninger program, broadcast coast-to-coast over the Blue Net 
work as a sustainer, on Nov. 14, - 
together with Mrs. Swan. The 
event proved of more than ordi- GOLD LEAVES ADDED 
nary interest when Mr. Swan’s 
mother picked up the broadcast |) 9 poi Se 
in New York... ' ' 

George H. Scragg, dir. of adv. 
and sls. prom., White Motor Co., 
has been promoted from exec. 
officer to commander of the 
Cleveland group of the Civil Air 
Patrol, at the same time winning 
a promotion from the rank of 
lieutenant to that of captain... 
Paul Klemtner, head of the New- 
ark company bearing his name, 
and Mrs. Klemtner are looking 
forward to celebration of their 
15th wedding anniversary Jan. 
. aa 

Lewis Allen Weiss, vice-pres. 
and gen. mgr. of the Don Lee 
Broadcasting System, was toast- 
master at the banquet celebrating 
the silver anniversary of the Los 
Angeles Philharmonic Orchestra. 
Guests of honor were Mr. and 
Mrs. Alfred Wallenstein, the new 
orchestra conductor and his wife. = 
.. Van C. Newkirk, program director of the Don Lee net, and } 
Newkirk departed Nov. 18 for a ten-day visit in Mexico City. . . 

S. Gordon Hyde, of A. R. and S. Gordon Hyde, publishers’ repres: 
tative, Chicago, who has been serving with the Army air forces si! 
before Pearl Harbor, has been promoted to lieutenant colonel. Hé 
stationed at the First Motion Picture Unit, Culver City, Cal., whe'e 
Mrs. Hyde is visiting him. . . 


Otto Soglow, left, creator of “The Little King," Russ 

Westover, who draws "Tillie the Toiler,"” and Fred Archi- 

bald, publisher of the Albany Times-Union, snapped by 

the photographer at General Electric's television party 

at Schenectady, found that a cocktail or two is conducive 
to spritely conversation. 


George R. Jordan, former advertis 9 
manager of Jacob Ruppert and ? ¢! 
Bros. breweries, was given a surp’ sé 
party recently at which his promo! o* 
from captain to major in the Army °'' 
forces was announced. Maj. Jorder * 
United Nations representative at the '” 
Ferrying Group, Great Falls, Mo"' 
where the Russian representative, 

A. N. Kotikov, is shown pinning on ‘"° 

new gold leaves. 
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Sqlvage Manual 
Released by WPB 


Washington, D. C., Nov. 23.— 
‘ye need for efficient salvage pro- 

_ms by postwar industries as well 
p -esent war factories is pointed 
‘ in a new “Salvage Manual for 
industry,” 248-page book published 
ecently by the War Production 
3 urd. . J 
The manual contains organized 
snd classified information and data 
most of it of a “how-to-do-it” 
ature—on industrial salvage in all 

ramifications. 
ere are two chapters on organ- 

and planning the salvage 
jepartment; three on administra- 
“ve factors; 12 on methods of 
handling metal scrap—finding, iden- 
‘fying, segregating, collecting, re- 
claiming, storing, selling, etc.; three 
on non-metallic waste; seven case 
histories demonstrating exemplary 
practices; and a 17-page compila- 
tion of practical hints for handling 
specific waste materials. 

Although designed to speed salv- 
age for the war effort, the manual 
also is expected to be of use in post- 
war industrial salvage. The volume 
was prepared by an editorial board 
consisting of Robinson D. Bullard, 
The Bullard Company; Fred P. 
eters, Metals and Alloys; H. E. 
Blank Jr., Modern Industry; Arthur 
{, Perrin, National Conveyors Com- 
hany; E. J. Tangerman, McGraw- 
Hill Publishing Company; R. A. 
Wheeler, International Nickel Com- 
any, and John O. Emerson, indus- 
trial salvage branch, WPB. Assist- 
hg them were 40 engineering and 
alvage experts. 

A limited number of copies is 
svailable without charge from E. F. 
fulligan, Salvage Division, WPB, 
100 H St. N. W., Washington. 
opies may also be obtained at 50c 
ach from the Superintendent of 
Documents, Washington. 


Braley to JWT 


Berton Braley, a free-lance writer 
or 30 years, has joined the public 
elations staff of J. Walter Thomp- 
on Company, New York. 


HE’ CATCHERS 


REE PROOFS! 


Dn 


zing 


MEN READ THIS! 


Here is one sure way to 
increase the pull of your 
Promotions. 


“ARN about the unique EYE* 
'CHER $5-a-month member- 
_Nothing like it anywhere. 
xling, new, timely promotion 
°- released every month. 10,000 
nal subjects available to sub- 
at no extra charge. Big 
i y SAVER! PROBLEM 
! Lightning speed service. The 
biggest agencies and national 
\ rs are EYE*CATCHER mem- 
lossy prints or mats — same 
Send the coupon, NOW! 


ATCH 

“CTSHERS. INC. MAIL THIS NOW 
nd us FREE proofbooks and 
your $5 a month membership plan. 
not obligate us in any way. 


Restaurateurs Set Up 
Two New Departments 


The National Restaurant Associa- 
tion has established research-sta- 
tistical and public relations depart- 
ments at its headquarters in Chi- 
cago. 

Joseph L. Love, formerly in the 
public relations department, Illinois 
Bell Telephone Company, has been 
named head of the public relations 
department and Armin G. Kuss- 
wurm, formerly with Ross Federal 
Service, head of the research and 
statistical department. 


Hinkle Goes to WSGN 


Edgar E. Hinkle, formerly sales 
promotion and merchandising man- 
ager, WMBD, Peoria, IIl., has been 
named production manager of 
WSGN, Birmingham, Ala. 


Industrial Admen 
Asked to Assist 
Safety Programs 


Washington, D. C., Nov. 23.— 
Enlisting industrial advertisers in 
the drive to reduce the nation’s war 
production casualties, the War Ad- 
vertising Council has issued a book- 
let describing how advertising can 
help promote safety programs in 
America’s factories. 

The nation’s casualties in the first 
19 months of World War II—killed, 
wounded and missing — numbered 
91,600, but casualties on the pro- 
duction front—killed, maimed and 
injured — totaled some 3,500,000, 
the council points out, declaring 
that “America at war cannot afford 


this tremendous loss of productive 
manpower.” 

Advertisements in trade publica- 
tions, the Council suggests, should 
point out (1) that industrial acci- 
dents increase production costs, (2) 
greatly add to workmen’s compen- 
sation insurance costs, (3) seriously 
hamper flow of materials to the war 
fronts, (4) that free safety engi- 
neering short courses are available 
to foremen and supervisors at lead- 
ing colleges, and (5) that the na- 
tion’s safety services have been 
pooled for the free use of every war 
plant. Direct mail promotion also 
should support the aims of the Na- 
tional Committee for the Conserva- 
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tion of Manpower in War Indus- 
tries, the Council says. 

The booklet was prepared by the 
Council in cooperation with the De- 
partment of Labor, and produced 
by the Graphic Arts Victory Com- 
mittee. 


Lersch Joins Ideal 


Peter S. Lersch, formerly an 
account executive with Morton 
Freund Advertising Agency, New 
York, has joined Ideal Publications, 
New York, as advertising and pro- 
motion manager under S. F. Nelson, 
vice-president and advertising di- 
rector. 


ADVERTISING 


TORONTO MONTREAL WINNIPEG 


GIBBONS KNOWS CANADA 
J. J, GIBBONS LTD. 


SAY STResT 
REGINA 


MERCHANDLEING 
~ TORONTO 


CALGARY ECMONTON 


SUBMARINE CREWS MUST HAVE “‘UNDER-SEA’’ COURAGE 


Many a brave man and true is found, under 
modern scientific testing, to suffer from 
claustrophobia (a morbid dread of confined 
places). He may well be a hero elsewhere— 
but not on a submarine. 

There a man may feel like a fellow fighting 
in a barrel, but he’s got to love it. Must have, 
too, the constitution of an arctic whale, the 
ingenuity of a small-town electrician—and 


withal be quick and deadly as a conger. No 
wonder our submarines are a growing terror 


to our enemies. 


International Mimeo Script and Interna- 
tional Duplicator Paper are “picked for the 
job” because they both give maximum speed 
production for duplicating work. Interna- 
tional Duplicator Paper is ideal for gelatine 
and spirit processes. They, too, can take it. 


Back the stttack with War Sounds 
INTERNATIONAL PAPER COMPANY 


220 EAST 42nd ST. 


Papers for Printing and Converting 


NCW YORK, N.Y. 
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Strong Likelihood 
of Postwar Boom 
Seen by Hoffman 


Rochester, N. Y., Nov. 23.—All 
the potentialities for a new high 
peacetime level of business activity 
are present, Paul G. Hoffman, chair- 
man, Committee for Economic De- 
velopment, and president, Stude- 
baker Corporation, said here last 
week at the 29th annual convention 
of the Associated Industries of New 
York State. 

“The only question is whether we 
have faith and courage in our- 
selves,” said Mr. Hoffman, one of 
several speakers who dealt with 
postwar problems in industry. 

“We not only have plant facili- 


THEY GET 


7-BILLION 
FROM A FEW MILLIONS 


They get it from a market many of their 
big competitors have overlooked. Per- 
haps, you, too, are overlooking the 7-bil- 
lion dollars spent yearly by American 
Negroes. So find out how advertisers in 
Negro field are reaching biggest markets 
at littlest costs. Write today to Interstate 
United Newspapers, Inc., 545 Fifth Ave- 
nue, New York 17, New York, and be ready 
for some startling, profit-revealing facts. 


ties to produce in record volume,” 
he said, “but we also have a greater 
pool of production management and 
trained labor than ever before.” 

Termination of the war in Europe, 
Mr. Hoffman said, “will bring us 
face to face with perhaps 80% of 
the problems total peace will bring. 
We have paid a terrific price in 
blood and tears because we were 
unprepared for war. We may pay 
an equally devastating price if we 
are similarly unprepared for peace.” 

He said a one-third increase in 
productivity over 1940—this coun- 
try’s last peacetime year—would be 
attainable provided: 

“1, That government, business, 
agriculture, and all other elements 
in our economy subordinate their 
respective group interests and work 
together, and 

“2. That America’s 2,000,000 em- 
ployers start now developing bold, 
intelligent plans for their own indi- 
vidual programs of products and 
marketing, and 

“3. That all policies of govern- 
ment, business, agriculture and 
labor which stifle initiative and 
interfere with expanding employ- 
ment and production are changed.” 


Art Purchaser Named 


William Messerschmidt has re- 
joined Geyer, Cornell & Newell, 
New York, as art purchaser. He 
was formerly ayn art director of 
Moser & Cotins; Batten, Barton, 


Durstine & Osborn; and the Patter- 


son Andress Company. 


Air Lines Copy 
Features ‘Age of 
Flight’ Time-table 


Chicago, Nov. 23.—A _ time-table 
for the “Age of Flight” listing the 
air miles and time required to travel 
them, forms the crux of United Air 
Lines’ full-page, black and white 
advertisement now running in 
American Aviation, Business Week, 
Finance, Newsweek, The New 
Yorker, U. S. Air Services and 
United States News. 

Captioned “New Horizons in the 
Age of Flight,” the advertisement 
is illustrated with an artist-de- 
signer’s interpretation of the trans- 
oceanic airliner of the future, and 
discusses postwar opportunities for 
individuals and businesses to enjoy 
greatly expanded air travel and 
transportation. 

Copy points out that the 9,365 
miles from Chicago to Singapore 
will be but a hop of 48 hours; from 
Washington to Moscow, 4,883 miles, 
21 hours; Chicago to New York, 
three hours. 

N. W. Ayer & Son handles the 
account. 


Robert Arndt Advanced 


Robert N. D. Arndt has been 
named executive vice-president, in 
charge of service and operations, of 
John Falkner Arndt & Co., Phila- 


delphia agency. 
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Price Lists 


monotype. 


master pressmen. 


distribution. 


presses print. 


Telephone 
WABash 3380 


‘ OUR SPECIALTIES 


General Printing 


Typesetting Always clean linotype and 
Standard and special type faces, if 
desired, from our own machines and type foundry. 


Presswork We have the most modern presses 
to produce any type of printing job economically. 
Color presses, one or more colors, operated by 


Binding Any type of binding, machine gather- 
ing, machine covering and special trimmers. Again 
this modern equipment gives economy. 


CATALOGUES 
PUBLICATIONS 
GENERAL PRINTING 


One of the largest, most efficient and completely 
equipped printing plants in the United States 
(The former Rogers €9 Hall Co. Plant) 


Catalogues Publications Sitaneie 
Booklets Paper Covered Books 
Flyers House Organs 

Proceedings Convention Dailies 


Management. 


Mailing If desired, we mail your printed 
matter direct from Chicago—the central point of 
The facilities of our binding and 
mailing departments are so equipped that we de- 
liver to the post office or customer as fast as our 


large or small. 
obligation. 


PRINTING PRODUCTS CORPORATION 


wn“ Printers 


ONE OR MORE COLORS 


Polk and La Salle Sts., Chicago, Ill. 


Excellent Quality 
Due to—Modern Equipment and Master 


Quick Delivery 
Due to—Modern Automatic Machinery — 
Day and Night Service. 


Right Price 
Due to—Superior Facilities and Efficient 


Satisfied Customers 


Quality, Service and Economy in good 
printing keeps all satisfied. We have solved 
many printing, publication, catalogue, ad- 
vertising and mailing problems. LET US 
SOLVE YOUR PROBLEM. 


IN OUR SPECIALTIES 
Let us estimate your printing needs —however 


LOCAL 


ies 


WE EXCEL 


Estimates place you under no 


Dan & Bradstreet, Inc. Rates 

Printing Preducts Corporation 

and Associates over $1,000,000 
Highest Credit 
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The rates for this de 
“Positions Wanted,” 


cash with order. 


The Advertising Market Place 


rtment are as follows: “Help Wanted,” 
epresentatives Wanted,” and “Represen- 
tatives Available,” 30 cents a line, minimum charge $1. 


Terms 


All other classifications (single insertion 
rates): % In., $2.75; 1 to 8 tn., $4.75 per tnch. 


HELP WANTED 


HELP WANTED 


George Williams 
COMMRECIAL PERSONNEL 
Advertising & Publishing Positions 
209 8S, State St. Chicago, Ill. 


Advertising Solicitor to fill place of 
young man on leave in Navy. Prefer- 
ence for man with local newspaper 
advertising selling experience. Con- 
tacts will be principally with space 
buyers in New York City. This tem- 
porary position might lead to a per- 
manent connection. Applications will 
be considered strictly confidential. 
Box 4434, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 
POTENTIAL ADVERTISING MGR. 
We are looking for an assistant in our 
advertising department who expects 
to be an advertising manager some 
day soon, and has the ability to fulfill 
his expectations. The man we want 
should have a working knowledge of 
media, peeaesee, and general adver- 
tising department administration. He 
should have merchandising ability and 
be able to express himself well in 
writing. If you are between 25 and 
35, and draft deferred, this job may be 
the opportunity you want. Write giv- 
ing all details of your experience. 
Box 4436, ADVERTISING AGE 
330 W. 42nd St., New York City, 


POSITIONS OPEN 


We specialize in advertising person- 
nel, male and female. Positions now 
available with advertisers, 
publishers and in radio. Transactions 
confidential. No registration fee. 
FRED MASTERSON 
Sinclair Masterson Personnel 
310 8S. Michigan Avenue, Chicago, Ill. 
ADVERTISING RESEARCH: 
PROMOTION 


We need a man or gal who would get 
a kick out of digging up and dressing 
up useful selling data on market and 
media for advertising departments of 
large metropolitan daily. Also help 
with occasional sales presentations, 
mailing pieces, house ads. 

He (or she) probably is 25 to 465, 
alert, cooperative, anxious and able to 
contribute ideas and take an active 
interest in advertising sales and pro- 
motion problems. 

Actual newspaper advertising promo- 
tion experience helpful but not essen- 
tial. Please outline in first letter 
education, experience, salary earned 
and expected. 

Box 4438, ADVERTISING AGE 
330 W. 42nd St., New York City, 18 
ADVERTISING ARTIST desiring per- 
manent position with modern type 
advertising organization. Ideal rela- 
tions between employee and employer 
—opportunity to go Eenoee. Applicant 
should primarily nave illustrative 
ability and taste for modern treat- 
ments and be able to work from rough 
layouts. Lettering ability desirable 
but not necessary. 

The Jaqua Company 
Grand Rapids, 2, Michigan 


18 


agencies, 


BUSINESS PAPER EDITOR WANTED 
We have a real opportunity for a ver- 
satile, experienced trade paper editor 
who can dig out and write interesting 
business stories in several fields in 
which we are engaged. The man we 
want should not only be able to pro- 
duce interesting copy but should be 
able to sit in with us in creating new 
ideas to be used in the expansions of 
our present publishing activities. The 
right man can have a fair starting 
salary and can later become an officer 
and editorial director of the company. 
Please state full experience, minimum 
starting salary, and if possible en- 
close a snapshot. Our employes know 
of this advertisement. 

Box 4444, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 


Sditor for industrial magazine. 
uate mechanical or civil enging, 
good writer and photographer, \jj);,.’ 
to travel extensively. Give fu!) par 
ticulars regarding qualifications °.. 
perience and draft status for int... 
view. \ 
Box 4437, ADVERTISING AGp 
100 E. Ohio St., Chicago, | 


ex. 


COPYWRITER—NO MENTAL GIANT. 
just gifted. Young man with colle., 
education available to Chicago §,. 
for free-lance work. Smooth, fore. 
packing “writing salesman.” : 


Box 4445, ADVERTISING AGE 
100 E. Ohio St., Chicago, | 
WANTED To BUY 


Wanted to Buy, heavy duty mat rojip 
prefer 45U or 45S. 
Box 4441, ADVERTISING AGE 
___100 E. Ohio St., Chicago, 11 
POSITIONS WANTED "a 
Editor and Advertising Man—\. 
experienced in creating editoria! ; 
advertising plans and copy of 
effectiveness in selling ideas and ig 
coseseeney) especially in industria 
markets. urns out top-flight huma 
interest copy as well as concise, clear 
accurate digests and analyses of jp 
dustrial relations news, govt. dire, 
tives. Practical knowledge printing 
Could handle all activities, adve. anj 
promotion dept., small or mediym 
sized industrial co., including public. 
ity and house magazine. 

Box 4443, ADVERTISING AGE 
330 W. 42nd St., New York City. 13 
Do You Need a Top 
Space Salesman? 


I have demonstrated for over 20 yeard 
that my method of selling space pro- 
duces results. While representin 
three leading ABC and ABP bu 

papers, my increases in sales have 
been tops on two, second on the othe: 


r 


a4 


Engineering graduate 
rounded sales and 
ground. Highest 
Box 4442, ADVERTISING 
330 W. 42nd St., New York } 
DO YOU NEED A COMPETENT src 
RETARY AND ASSISTANT—On: 
will take an intelligent interest 
your business—not just for th« 
tion, but as long as you need 
appreciate a progressive, loya! 
ployee? Experience in new 
administration, production and 
torial departments, as well as ag 
work and industrial house 
High school graduate and two 


with a we 


credentials. 
AGE 


Cit 


wl 


pape 


orgar 


year 


college work. Now employed with 
organization too small to _ permit 
advancement, 

Box 4435, ADVERTISING AGE 


100 E. Ohio St., Chicago, 11 


EVANS L. KREHBIEL 
Humorous illustrations in any me 
dium. Shall be glad to consult with 
you regarding your accounts. 

437 N. Michigan Ave.—Studio 25! 
Chicago, 11, Ill.—Sup. 4750 
FOOD ADVERTISING MANAGER 
12 years successful mfgr. and axency 
experience. Competent to create ar 
execute full campaigns. Age 33 

Available Jan. 1st. 
Box 4439, ADVERTISING AGE 
100 E. Ohio St., Chicago, 1! 
COPY WRITER—A veritable vi rlize 
with eighteen successful years news- 
paper, agency, trade magazine writing 
and selling experience. At 4 an 
alert, healthy, hard-working adma 
who handles all assignments quick!) 
quietly and well. A steady, easy-t 
get-along-with fellow you'll way 
be proud of. 
Box 4440, ADVERTISING AGE 
100 E. Ohio St., Chicago, |! 
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= COVERAGE’ 


now ond after the. war, will Bes: 
& EDWARDS 
BLING INLAID 
S*SILVERPLATE 


NATIONAL JEWELER, which for 6 
consecutive years, has led all jewelry- 
publications in number of paid-display 
advertising pages, in its October 1943 
issue led all monthlies in the entire Busi- 
ness-Paper ***Trade Group” — as pub- 
lished in the November Industrial Mar- 
keting and republished in the November 
15 Advertising Age. 

Total number of paid-display adver- 
tising pages was 180 vs 128 by the sec- 
ond jewelry publication. 

While most large manufacturers of 
jewelry, watches, watch cases, clocks, sil- 
verware, and precious-metal novelties are 
converted either wholly or partly to war- 
work, almost without exception they rec- 
ognize the importance of keeping their 
names and/or trade marks prominently 
before the jewelers of America; and, for 


ST 


Adv. Pages in October 
in Business-Paper 
“Trade Group’ 


TOTAL 180 


Jew 
sto 


this purpose, have chosen Nation: 
ele: with its {complete jewel: 
coverage. 

Because jewelry stores everywh <r * 
thronging with shopper traffic, j’ vele 
are especially qualified to distribute * 
kinds of small quality-merchand'::. 
that end National Jeweler is 4 
service. 


*except special issues. 
texcept the smallest watch repair shops 


NATIONAL JEWELER 
ECA 


$31 South LaSalle Street, Chicago L- 
1756 International Bldg., N.Y. 30, »-* 
4 Weybosset Square, Providence > R.} 
915 Olive Street, St, Louis 1, Mis0™ 
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Klauber Joins OWI; 
Hoyt to Leave 


i in January 
Ww oe D. C., Nov. 25.—Ed- 
i Klauber, former CBS execu- 
“ane -president, will join OWI 

1 as associate director’in a post 
eft unfilled since the resignation 
ast summer of Milton S. Eisen- 
ywer, OWI Director Elmer Davis 
nnounced today. 

Mr. Eisenhower left OWI to be- 
come president of Kansas State 
College. As associate director, Mr. 
Klauber will work with Mr. Davis 
n the supervision of all operations 
of both the domestic and overseas 

anches of OWI. 

Mr. Klauber, who has had news- 
paper as well as radio experience, 
resigned from CBS last September 


News Listening Declines 
For the first time in wartime 
radio listening, audiences hearing 
newscasts and commentaries de- 
creased while total listening in- 
creased, according to the “Radio 
Audience” newsletter published by 
the Pulse of New York, radio and 
opinion research organization. Total 
New York audiences in October, 
1943, rose 15% over last year’s 
average and gained 3.7% over the 
first nine months of 1943, but most 
newscasters lost part of their audi- 
ences, indicating that a saturation 
point in news interest has been 
reached, says the newsletter. 


Joins Advertising Bureau 

The Journal, Middletown, O., has 
become a member of the Bureau of 
Advertising, American Newspaper 
Publishers Association. 


Detroit Company 
Submits Low Bid 
for Transit Ads 


Detroit, Nov. 24.— Three com- 
panies submitted bids this week to 
the Detroit Street Railways seeking 
exclusive right to advertising in the 
municipally-owned system’s street 
cars and coaches. A fourth bid was 
returned unopened because of late- 
ness. The contract, which is for a 
five-year period, will not be 
awarded until after the next meet- 
ing of the street railway commis- 
sioners, probably next Tuesday. 

Highest bid was that of the 
Transportation Advertising Com- 
pany, Detroit, which offered 65% 
|of gross receipts and a guarantee of 
|a minimum of $2.45% per thousand 


| street 


| ceipts, 


car passenger miles and 
$1.55% per thousand of coach pas- 
senger car miles. 

National Transitads, 
60% of gross receipts, with $2.45 
per thousand street car passenger 
miles and $1.55 per thousand coach 
passenger car miles. 

Michigan Coach & Car 
ing Company, which previously held 
the contract, submitted a bid of 
graduated percentages ranging from 
55% to 624%2% on varying gross re- 
with guaranteed minimums 
of $2.25 and $1 respectively for 
street car and coach passenger 
miles. The contract of this com- 
pany, formerly known as the Mich- 
igan Street Car Advertising Com- 
pany, expired in October. 

This was the Street Railway De- 
partment’s second appeal for bids. 
The first sale, held Sept. 15, brought 
only two bids, both of which were 


Chicago, bid 
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lower than this week’s bids. The 
street railway’s advertising volume 
runs in the neighborhood of $350,- 
000 annually. 


‘Globe’ Drops Section 

The Toronto Globe and Mail has 
suspended its “Voice of Business,” 
year-end financial section, because 
of the newsprint shortage. For the 
first time in history, the paper will 
not be published on Christmas 
Day. 


Cultivate the nation's rich 


V2 BILLION DOLLAR 
POST-WAR PREMIUM MARKET 


Now through 
Business Promotion Magazine 


ifter 13 years with the network. At 

time of his retirement, he was 

econd in command of that com- 

= pany under its president, William S. 
= Paley. 

Previous to joining CBS in 1930, 
Mr. Klauber spent 18 months in 
rove advertising and public relations 
co0d@™ work. His career started on the 
old New York World. Later he was 
leary with the New York Times for nearly 
13 years as reporter, rewrite man, 
and news executive, rising to night 
city editor by 1928. 

In addition to Mr. Klauber’s ap- 
pointment, it was learned at OWI 
E this week that Palmer Hoyt, direc- 
ty, 18% tor of the domestic branch, will re- 
turn to the Portland Oregonian fol- 
lowing the expiration of his leave 
as publisher Jan. 20. George W. 
Healy Jr., chairman of the Associ- 
ated Press Managing Editor’s As- 
aveamg sociation, and managing editor of 
ther the New Orleans Times- Picayune, 
agreed to take over the OWI 
domestic operation. 


ty. if R. L. Weiss to Kalom 


Robert L. Weiss, formerly assist- 
ast ing ant advertising manager, Bowman 
dura-§ Dairy Company, Chicago, has joined 

and the creative staff of Kalom Com- 
pany, Chicago agency. 
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Resigns Beacon Account 
James G. Lamb Company, Phila- 

delphia, has resigned as agency for 

icon Chemical Corporation, 
iiladelphia, 


LETTER TO A 
v«||SPACE BUYER’S 
WIFE 


Madam: 


Dear 


Next time your husband 
ng phones and says he won ’t 
' be home to dinner be- 

kly sause he has to make up 

a big list of weekly 

newspapers ask him why 
GE he doesn’t turn the job 
over to APA. 


The American Press Asso - 
lation has several de- 
partments devoted to the 
problem of getting space 
buyers home for an early 
linner. 


From **Try Plugs for Big Trout,’ 


Field & Stream 


He’s a sportsman—an active individual who goes over 300,000 of them. That’s quite a package of 


places and does things. In the course of a single | buying power. Remember they are a// active— 


year he and others like him, lay down a cool or they wouldn’t be reading this magazine. 
We have one department 
which can, overnight, 
ipply your husband with 
a list of the best week - 
1y newspapers in any or 
1l counties in America. 


billion dollars simply to hunt and fish! There just aren’t any “marginal” groups in the 


Field & Stream audience. The entire circulation 


They are amazing buyers—because they are 
7 , . ; is responsive. 
doers. You can’t live an active life without con- 


We have another depart - ; ; : ; 
nent which knows the ex - ’ : a Is it any wonder that Field & Stream gives 
t cost of using any suming things. That goes for homes and cars / . 
up of newspapers—an - ; : advertisers action for their money? 
ther which handles all and insurance and clothes as well as it does for ) 


‘ne mechanical details. FIELD & STREAM PUBLISHING 


515 MADISON AVENUI 


COMPANY 
, NEW YORK CITY 


“VW Field & 


him, for example, 


guns and fishing tackle. 


that 


we can give him by 
hone the cost of run- : : 
ing an ad in one out- You meet these people in Field & Stream— 


tanding weekly news - 
paper in each of the 

129 most prosperous 
iral counties of the 
ountry. That may not 
nean much to you—but he 


Among sportsmen’s magazines, Field & Stream has been 


<nows it would take him the number one selection of advertisers for 33 years straight. a F 
ere 4 onths of night work to ° ° e 
= eet tee cream 
ce | that He might be able The Field & Stream Fishing Contest is the angling classic of 
T to use it right now. iets Ps iin: 
you! the year, and has been since 1911. It establishes annual, world 


before you go to 
Oo, advise your hus- 
and to turn his news- 
paper work over to APA— 
ER nd then give him one 
yo more chance. 


.. or Action! 


records in 19 classes of fresh and salt water game fish. 


J | American Press Association | 
| 225 W. 39th St., New York, N. Y. ||’ 
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‘Field & Stream’ 
Changes Page Size 


Starting with the March, 1944, 
issue, Field & Stream will change 
its standard advertising page size 
from 7x10% inches to 7x10 in- 
ches. 

Closing dates will remain the 
same, except for covers and inserts 
which will close on the 12th of the 
second preceding month. 


A Technique for 
Producing Ideas 


Where do the money-making 
ideas come from—those ideas 
that make successful novels, 
radio programs, moving pie- 
tures, advertising campaigns, 
and businesses? James Webb 
Young, one of the highest 
paid idea men in the adver- 
tising business, set out to 
answer this question for his 
students at the University of 
Chicago. The resuit is a 
little book that you can read 
in an hour but will remem- 
ber the rest of your life. In 
the simplest and clearest of language Mr. Young 
has succeeded in describing the way the mind works 
in all creative people. He gives you the FOR- 
MULA which they consciously or unconsciously fol- 
low in producing ideas. He shows you how to train | 
your mind so that idea production is, as he says, 
“‘as definite as the process by which motor cars are | 
produced."’ Enthusiastically endorsed by editors, | 
college professors, poets, advertising men, salesmen, | 
and business executives who have read it. Send for | 
your copy of A TECHNIQUE FOR PRODUCING | 
IDEAS now. Only $1 postpaid. Money back if you | 
don’t say it Is worth $10 to you. Advertising Pub- | 
lieations, Inc., 100 E. Ohie St., Chicago, til. 


|}simple task. 


Manual to Guide 
Waste Paper Drive 
Ready for Dailies 


New York, Nov. 24.—The news- 
paper committee of the U. S. Vic- 
tory Waste Paper Campaign, of 
which Edwin S. Friendly, general 
manager, New York Sun, is chair- 
man, today received first copies of 
the “Manual of Suggestions” cover- 
ing newspaper collection of waste 
paper. Twenty-five thousand copies 
of the 16-page, multigraphed man- 
ual will be distributed among all 
the daily newspapers of the coun- 
try, who in turn will pass them 
along to local organizations enlisted 
in the salvage drive. 

Shipments of waste paper to the 
mills must be increased by at least 
167,000 tons (33'4%) a month. The 
WPB estimates that more than 
1,250,000 tons of salvable paper are 
available every month, and that 
half of this, or 667,000 tons, will 
keep the mills running at peak pro- 
duction. Collections are now run- 
ning about 500,000 tons a month, 

The manual emphasizes that col- 
lection of waste paper is not a 
Paper constitutes a 
fire hazard when stored, thus it 
must be collected and transported 
quickly. This calls for complete 
coordination of all collection facili- 
ties. One thing in the newspapers’ 
favor, the manual says, is that waste 


paper consuming mills have agreed 
with WPB to purchase at f. o. b. 
shipping point ceiling prices all 
properly processed (sorted, graded 
and baled) waste paper up to Feb. 
15, 1944. This agreement precludes 
a break in the ceiling prices until 
then, no matter how much waste 
paper pours in. 

Detailed instructions for conduct- 
ing a local campaign are given, but 
newspapers are warned not to start 
their publicity until collection me- 
chanics are set up. The question 
of paid advertising is left to the 
discretion of the publishers, with 
this admonition: “If a newspaper 
solicits waste paper advertising 
during this campaign it could be 
open to the charge of seeking to 
profit through the volunteer and 
patriotic efforts of the rest of the 
community.” 

A section on “How Housewives 
Can Prepare Paper for Easy 
Handling” gives instructions cover- 
ing four categories: newspapers, 
magazines and books, corrugated 
and cardboard boxes and cartons, 
and waste basket paper. 

Three pool methods of collecting 
waste paper, by using local organi- 
zations and individual volunteers, 
are explained in detail. 


“WOR News’ Discontinued 

To save paper, Station WOR, New 
York, has discontinued publication 
of “WOR News,” semi - monthly 
news sheet. 


Paper Pu 


ne ae A ean 
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The need for drastic curtailment of un- 
necessary civilian travel is acute. 


In this emergency, paper flashes warn- 
ing signals throughout the country. 


In press releases, newspaper adver- 


tisements and articles, in 


and on posters — paper puts the prob- 
lem squarely up to the traveling public. 


And it works. Bus and railroad lines 
agree unanimously that last winter's 
campaign reduced holiday travel sub- 


stantially. 


This is only one of the many national 


ts t 


es 3 
raeetangitemmeree 


desea 


magazines 


wartime drives and campaigns which 
have ridden to success on paper. 


In addition to paper for wartime print- 
ing, laminated papers, resin-impreg- 
nated papers and wood pulp are all 
in the fight. They're doing a thousand 
things that no one ever thought could 
be done — and doing them well. 


Our specialty is the manufacture of fine 
printing papers — in fact, a thousand 
miles of paper a day. We are certain 
that when Victory is won Oxford papers 


will continue their outstanding contri- 


bution to the civilian economy. 


OXFORD 


EXECU 


PAPER 


MILLS AT: Rumford, Maine; West Carrollton, Ohio 


COMPANY 


TIVE OFFICES: 230 Park Ave., New York 17, N. Y. 


Southern Pacific 
Makes All-Out Bid 
for More Workers 


San Francisco, Nov. 24.—South- 
ern Pacific Company has launched 
an all-out advertising drive for 
new Manpower throughout its ter- 
ritory, which it plans to continue 
for an indeterminate period. 

Confronted with capacity opera- 
tions, a scarcity in labor supply and 
the over-shadowing prospect of 
even greater pressure on the road’s 
facilities to western points of 
embarkation as increased pressure 
is put on the Jap, the company is 
seeking to meet its increasing per- 
sonnel requirements by featuring 
the advantages accruing to workers 
employed on the vital war job now 
engaging the company. 

The new Southern Pacific em- 
ployment drive differs from similar 
advertising campaigns in that it 
seeks labor replacement at all points 
along the system that serves the 
entire West. The appeal is not only 
for workers for operating jobs on 
the trains, but also for employes 
in a wide range of crafts, for gen- 
eral office and station positions. 
The campaign includes newspapers, 
radio and outdoor advertising. 


First Radio Venture 


Representing the company’s 
initial venture into the field of 
regional radio advertising, a half- 
hour program, “The Main Line,” 
will be aired each Wednesday at 
8-8:30 p. m., over 15 stations, 10 
of which are affiliated with the Don 
Lee - Mutual system in Oregon, 
California, Utah, Arizona and Ne- 
vada. Company operations supply 
all of the dramatic material for the 
program. Radio spots also carry 
the employment appeal on 35 west- 
ern stations. 

Large-space display advertise- 
ments will appear in newspapers 
throughout the West, with classified 
ads in metropolitan cities. Painted 
outdoor bulletins present the rail- 
road’s case at strategic points. 

A special campaign in the Chi- 


Pe a 
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cago area will use radio . 
display and classified ads. 7 
Newspaper-ad coupons and adi, 
announcements feature a 12-pa- 
illustrated employment  booije 
available free on request. The jo.) 
tells “why it pays to get a wartin 
job with SP,” presenting lists ap 
facts about jobs open. One pave jx 
an application blank to be fille 
“To every Man and woman th)ink- 
ing of taking a war job, here’s 
20,000 new employes joined ir 
the past six months,” is the heag. 
line of the initial display adver. 
tisement released this month. | 
pointed out SP offers advantage 
not found in many jobs. Direct), 
above the company’s signatur: 
special appeal to women. 
Foote, Cone & Belding, San Fran. 
cisco, is the agency. Ray Moun 
Rogers is the account executi\: 


Comic Magazines 
Join in Waste 


Paper Drive 


New York, Nov. 23.—Publishers 
of 130 comic magazines were ep- 
listed in the paper conservation 
campaign by Allen E. Norman, con- 
sultant of the WPB magazine divi- 
sion, at a recent luncheon here 
sponsored by Fawcett Publications 

After the program was outlined 
by Mr. Norman, the publishers voted 
unanimously to support the national 
waste paper drive, with a minimun 
of one four-color page appeal in 
each publication for an indefinite 
period. 

The WPB, Mr. Norman explained. 
is anxious to get the cooperation of 
children in the national drive, 
believes the comic magazines, y 
more than 20,000,000. circulatior 
monthly, are able to stimulate the 
kind of cooperation necessary so that 
the salvage campaign will result in 
reclaiming a _ substantial tonnage 
each month. 


Trestrail Forms Company 


B. A. Trestrail, director of per- 
sonnel service, John Inglis Com- 
pany Ltd., Toronto, has resigned to 
form his own company, Burdick A 
Trestrail Ltd., industrial and mer- 


chandising counsel, Toronto. 


users so reached, 


human moods and desires. 


shops show any indication of interest. 


was $47,363,000 annually. 
supplies is $25,000,000. 


13 


North 


‘ 
| Write for a free copy of our plan book “SELLING to and thru THE MOV! > 


Installation or use of any product by a theatre places it in the 
light of interest at the time when prospects are in their most receptive mood. 
The “exhibit” can always be pointed to with pride. 


The MODERN THEATR 


12,142,857° 


The successful merchandising of any product is dependent upon the 
means by which it is exhibited and demonstrated and the number of prospective 


Employing every possible means of crowd attraction, the motion 
picture theatre ranks second only to the press as a matrix for the formation o! 
Here, in glamorous surroundings, the public ha: 
learned to expect the latest developments of art, science and industry. 
“showcase” stem new buying habits and product preferences. 


From this 


pot- 


Prior sales to theatre trade open up and enlarge the demand for «ny 
building materials, furnishings and equipment. Even air conditioning foun: the 
theatre its best medium through which to demonstrate, its best source of -.!e 
promotion, for not until theatres took the lead did department stores or -»«!! 


*Located in 9,187 towns, America’s 18,000 theatres, which represen! 
a capital investment of $1,880,000,000, seat 10,924,484 people, and attract 85,0) .\)\)" 
average Americans weekly who spend a billion dollars annually at the boxo!'\es. 


Besides offering unusual possibilities for introducing and pert’ 
ually reminding the masses of your product, this gigantic business itself «er 
you a major market. The average expenditure for theatre construction (192 


The normal annual expenditure for equipment 


The one way to cultivate this class market for itself and as a 
venient direct access to popular favor of the masses is through the pages o! 


of BONOFFIE 


special issues for 1944, including BOXOFFICE BAROMETE! 
only annual publication reaching practically every theat 
America; spotlighting every phase of theatre bus 


9 Rocks The MODERN THEATRE, 332 S. Michigan Ave. Chicago 4, Il! 


9 Rockefeller Plaza, New York 20, N. Y. 
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Treasury Readies 
Ad Plans for 4th 
War Loan Campaign 


Washington, D. C., Nov. 24.—The 
nublie will be asked to buy another 
extra $100 war bond again in Janu- 

y. when the 4th War Loan drive 
gets under way, this time avoiding 
any conflict with income tax dead- 
lines, Which in the past have slowed 
down individual bond sales. 

Advertising copy for the drive 
which starts Jan. 18, 1944, and runs 
intil Feb. 15, will stress sacrifice, 
the Treasury has decided after a 
consumer attitude study, and a re- 
view of hundreds of suggestions 
from national advertising and agen- 
cy executives. 

Although self interest will not be 
excluded as a theme, officials of the 
Treasury war finance division have 

oncluded that effective use of the 

rifice theme will condition the 
put blic to buy bonds, despite the an- 
ae ances of high taxes, high cost of 
ving and other wartime inconveni- 
raters 
Appeal Not New 


In writing emotional appeals, the 
Treasury suggests, advertising peo- 
ple ought to compare the sacrifices 
residents of the home front are 
asked to make with the sacrifice 
ighting men make every day. While 
this is not a new appeal, officials 
believe it can be given freshness and 
power beyond anything it has had 
so far. 

The Treasury expects that a con- 

derable proportion of the 4th War 
Loan advertising will be built on the 
elf interest theme. In preparing 
these advertisements, it declares 
bonds should be pictured as an in- 
vestment, not a contribution. Safety 
of this investment is another copy 
I olnt. 

While none of the official material 
for the campaign has yet been is- 
ued, the war finance division is 
ready to advise copywriters on any 
advertising they are planning. Ad- 
vertising people are urged to submit 
their ideas to the Treasury through 
Thomas Lane, director of advertis- 
ing for the war finance division. 


Slogans Still Undecided 


Neither the Treasury advertising 
nor the slogans have yet been com- 
pleted for the campaign. Tentative 
ly, the Treasury is considering 
“Keep Backing the Attack,” but 
there are other contenders, such as 
“Let’s Get It Over — Keep Backing 
the Attack.” 

The general magazine advertise- 
ment for the campaign, prepared 
everal weeks ahead to meet maga- 


| MAN WANTED 


FIELD RESEARCH 
and MERCHANDISING 


Permanent position with excel- 
lent future, working with exclu- 
| sive wholesalers served by one of 
| the largest companies in its field. 


lhe man we are seeking must be 
ompetent to contact the com- 
pany’s wholesalers and their sales 
rganizations, as well as selected 
etail outlets, gathering informa- 
m and making analyses that 
vill lead to improved advertising 
t the point of sale and in local 
edia. Must also be capable of 
nstructing wholesalers’ organi- 
rations on proper use of point-of- 
ale advertising, following prin- 
iples explained in a special 
training program and carefully- 
prepared manual. No selling. 


\n unusual opportunity for a 
man possessing the right charac- 
ter, ability, personality and initia- 
tive. Travelling will be required. 
Give full particulars about your- 
eli—age, experience, draft status, 
larried or single, present earn- 
gs, etc. Address Box 4446, 
\dvertising Age, 100 E. Ohio 
>t., Chicago. 


Our organization knows of 


zine deadlines, will carry the latter 
slogan. This magazine advertise- 
ment as well as business and farm 
paper copy will probably be dis- 
tributed within a few days. Simi- 
larly, newspaper copy is nearing 
final stages of preparation. 
Newspaper copy for the 4th War 
Loan will be contained in a single 
portfolio, instead of two portfolios 
used for the 3rd War Loan drive. 
Five advertisements will be mailed 
to papers with a standing order for 
Treasury copy. All other mats must 
be ordered through the war finance 
division. 

The total goal of the 4th War 
Loan drive will be $14,000,000,000, 
a billion below the 3rd War Loan. 
However, $5,500,000,000 of this is to 
come from individuals, and the sale 
of securities through the first half 
of the drive will be limited to indi- 
viduals so results of advertising and 


solicitation will be more apparent| ? 


than in the past. 

In announcing the drive, Secretary 
Morgenthau said that heavy empha- 
sis will be placed on personal solici- 
tations, and state war finance com- 
mittees are to be strengthened and 
expanded for the drive. Millions of 
volunteer salesmen will approach 
investors in the home and plant. A 
shield has been prepared for posting 
in homes of bond buyers, and use 
in 4th War Loan advertising. 

During the period from Jan. 18 
until Feb. 15, only sales to individ- 
uals will be reported by the Treas- 
ury. Starting Feb. 1, however, these 
reports will be supplemented with 
reports of sales to non-banking in- 
stitutions. All subscriptions to sav- 
ings bonds or savings notes received 
at the Treasury or Federal Reserve 
between Jan. 1 and Feb. 29 will be 
credited to the drive. 


Better Homes’ 
Supports ‘44 Food 
Drive with Guide 


Des Moines, Nov. 24.—In order to 
assist 1944 victory gardeners, Bet- 
ter Homes and Gardens, in addition 
to planning an enlarged food gar- 
den editorial program, has prepared 
a 28-page vegetable garden guide 
to be distributed without charge to 
customers and employes through 
department stores, manufacturers, 
OCD groups and garden clubs. 

The guide, which covers all 
phases of food gardening, will be 
printed with available commercial 
paper and sold for the actual print- 
ing cost. It is planned to print 
approximately 500,000 copies if 
paper stocks permit. Stores already 
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lined up include R. H. Macy & Co., 
New York; Marshall Field & Co., 
Chicago; J. L. Hudson, Detroit; 
Joseph Horne, Pittsburgh; Gimbels, 


Philadelphia; Woodward & Lothrop, 
Washington; and Sanger  Bros., 
Dallas, Tex. The guide contains 
charts and planting information, 


articles on specific problems, and 
a page for personal record. 

“The national goal of 22,000,000 
food gardens means that 5 out of 6 
families must have a garden in 
1944,” Frank McDonough, editor of 
the publication, declared. “This, 
obviously, will be a tremendous 
undertaking, and the great majority 
of these families will need ‘how-to,’ 
authoritative help. We will continue 
to do everything we can to support 
the drive for more food gardens 
in 1944 and we know that every 
industry will do its part in making 
certain that we reach the goal set.” 


this advertisement; replies 
will be held confidential 


OMPLETE COVERAGE OF THIS RICH MARKET. 
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That's right! Syracuse has long been a thriving 
city of diversified industries with no single industry 
dominating the market. An actual survey made in 
permanent Syracuse factories today shows that 
these same plants, ready for instant re-conversion, 
will actually employ 13.3% more workers in peace- 
time than they did before the war! 


That's real post-war planning! 
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FCC Ban on 


Multiple Ownership 
Goes Into Effect 


(Continued from Page 1) 


could not discriminate against news- 
paper publishers, 

Pointing out that Chairman Fly 
seemed to be uncertain of his power 
in the newspaper case, Mr. Hough 
declared “‘We don’t think the FCC 
ought to rule on the extent of its 
power.” 

“Mr. Fly says his lawyers could 
make a pretty good argument on the 
subject matter,’ Mr. Hough com- 
mented. “I would like to say right 
here that those boys can make a 
pretty good argument on almost 
anything.” 

Another representative 
newspaper-radio committee, 
ney N. Seymour of Simpson, That- 
cher & Bartlett, counsel for the 
newspaper group, told the committee 
today that the Commission should 
not be permitted te discriminate 
against any type of legitimate busi- 
ness man in granting licenses. Mr. 
Seymour emphasized that the Com- 
mission particularly could not dis- 
criminate against the press, without 


of the 
Whit- 


violating the First Amendment to 
the Constitution. 

The multiple ownership and 
newspaper ownership issues both 
date back to mid-1941, when hear- 
ings were conducted and informa- 
tion collected on both subjects. An 
order prohibiting multiple owner- 
ship in the same community was 
promulgated Aug. 5, 1941, but the 
order had been suspended until the 
announcement this week. 

Voluminous testimony was re- 
ceived on both issues, the evidence 
in the newspaper case covering 3,- 
500 pages and more than 400 exhib- 
its. At earlier hearings before the 
Senate interstate commerce commit- 
tee, Chairman Fly conceded that the 
Commission’s power to deny licenses 
to newspapers was not clear. He 
said perhaps Congress ought to set 
a policy on the subject, but ex- 
pressed the opinion that Congress 
might not want to do it. 

Officials of the Commission esti- 
mate that nearly 50 stations will 
have to be sold under the multiple 
ownership order. They assert that 
the Supreme Court decision in the 
network monopoly case clearly indi- 
cated that the Commission has the 
power to enforce the order. 

According to the terms of the FCC 
ruling, no license is to. be granted 
for a standard broadcast station, di- 
rectly or indirectly owned, operated 
or controlled by any person “where 
such station renders or will render 
primary service to a substantial por- 
tion of the primary service area of 


another standard broadcast station, 
directly or indirectly owned, oper- 
ated or controlled by such person,” 
except in the public interest. The 
FCC defined control to include “ac- 
tual working control” as well as 
“majority stock ownership.” 

Since “primary service area” in 
many cases will be open to dispute, 
actual determination of the number 
of stations that must be sold under 
the order will in many cases await 
the ruling of engineers as each dis- 
puted license comes up for hearings. 
In the case of existing stations, these 
licenses will be designated for hear- 
ing promptly after the deadline of 
May 31, 1944. 

Meanwhile the legislative study 
of FCC went forward in both the 
House and Senate, with the select 
committee of the House meeting to 
hear Commissioner Craven and the 
Senate committee hearing the repre- 
sentatives of the newspaper-radio 
committee, and Arthur J. Mosby of 
KGVO, Missoula, Mont. 

Mr. Mosby presented a new plan 
for redistribution of network option 
time under the FCC regulations, 
which he said was designed to en- 
able stations to present more local 
and regional programs. Under this 
plan, the first half hour of every 
daytime hour, and the first three 
quarters of each nighttime hour 
would be optioned to the networks, 
with the stations free to use other 
time as they choose. 

This plan, Mr. Mosby said, would 
give stations added control over 
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their programming. He praised the 
FCC network regulations as an aid 
to stations, but indicated that he did 
not believe they went far enough. 
He admitted, however, that deter- 
mination of option time was some- 
thing for the industry to work out 
by itself. 

Asserting that western stations 
were at a disadvantage because of 
time zones, Mr. Mosby advocated in- 
creased use of transcriptions on net- 
work programs. He said the high 
fidelity of modern transcriptions 
makes their use practical, and at the 
same time would enable advertisers 
to buy the same hour across the 
country. 

Another witness for the news- 
paper-radio committee was Sidney 
M. Kaye, an attorney for the group. 
Pointing out that the FCC decision 
on newspaper ownership has been 
pending for two and a half years, 
Mr. Kaye declared, “We have suf- 
fered the full results of defeat.” Re- 
ferring to possible expansion into 
FM, television and other new radio 
inventions, Mr. Kaye said, “For the 
newspaper man, the present paraly- 
sis is incapacitating.” 

Asserting that the Commission is 
seeking to establish classifications in 
order to avoid scrutiny of each ap- 
plication, he said, “The Commission 
abdicates its authority and _ re- 
nounces its function.” 

Mr. Kaye said that “most inten- 
sive comparisons” showed “no dif- 
ference in content or method of 
operation” of newspaper owned and 
non-newspaper owned stations. Re- 
porting that there are 169 newspaper 
majority owned stations, he said 74 
of these were in communities in 
which there was only one paper and 
one station. “In all these areas,” he 
added, “engineering testimony re- 
ports residents can listen to other 
stations, and actual listener surveys 
demonstrate that their inhabitants 
do listen regularly to a number of 
broadcast stations.” 

Senate hearings 
next week, with Judge Eugene O. 
Sykes, who served on the Radio 
Commission from 1927 until 1934. 
among the witnesses. Also to be 
heard is Commissioner Craven, who 
is expected to support the legisla- 
tion. 

Commissioner Craven told the se- 
lect committee of the House today 
that “radio legislation is necessary” 
and that “limitations should be 
placed on the FCC.” 

Generally considered as the leader 
of the FCC opposition to Chairman 
Fly, Mr. Craven told the House 
group that “broadcasters live in fear 
of government reprisals,’ and that 
legislation is necessary to insure 
“that radio should have as much 
freedom as the press.” 

The FCC ban on multiple owner- 
ship will become effective immedi- 
with respect to applications | 


will continue 
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for construction permits or assign. 
ment of licenses and transfer of 
control. Although it goes into effec 
on existing stations on May 31, |: 944 
the Commission will postpone a,’ 
forcement of the order upon proper 
showing that additional time is nec. 
essary to permit orderly dispositio; 
of properties. 

Hearings will be called on aq) 
pending applications for licenses 9, 
transfers where multiple owners) Lip 
is involved. Existing stations nay 
apply immediately for a ruling op 
whether or not the regulation ap. 
plies to them. 


Outdoor Bureau 
Celebrates Its 
25th Anniversary 


New York, Nov. 23.—The board 
of directors of the National Outdoo; 
Advertising Bureau, formed in 1918 
by 76 of the nation’s leading adver- 
tising agencies to facilitate planning 
placing and servicing of outdoo; 
campaigns for the clients of its mem- 
bers, last week celebrated the organ 
ization’s 25th anniversary at a 
luncheon at the Waldorf-Astoria 
Hotel. Henry T. Ewald, its chairman. 
and president of Campbell-Ewald 
Company, Detroit, presided. 

The bureau has since grown to an 
agency membership of 291. Kerwin 
H. Fulton, president, Outdoor Ad- 
vertising; Pierson A. Skelton Sr. 
vice-president and general manager, 
NOAB; and Henry M. Stevens, vice- 
president, J. Walter Thompson Com- 
pany, and president, Traffic Audit 
Bureau, addressed the meeting. 
Board members, other agency and 
NOAB executives from all sections 
of the country attended the anni- 
versary meeting. 


‘Tribune’ Will Test 


Wastepaper Newsprint 


Leaders in the Chicago publishing 
and printing industry will gather in 
the Chicago Tribune press room 
Monday afternoon, Nov. 29, to wit- 
ness experimental press runs utiliz- 
ing newsprint made from waste 
newspapers. Several thousand 
copies of a 4-page dummy news- 
paper will be run through presses 
supplied with six different types of 
newsprint rolls—two of standard 
grade and four of the waste pape! 
type. 

The runs will be made under nor- 
mal operating conditions to find | out 
how the product made from vari 
formulas stands up during printing 
and to show how the printed co 


compare in color and formati o! 
with standard newsprint. The dem- 
onstration is part of the Tribune’s 


effort to find a solution to govern- 
mental newsprint restrictions. 
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25 per cent. Moreover, 
unable to accept all the local 
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Daily Express 
Evening News 


Circulation week of October 


Sunday Express . .. 
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Evening News 


Daily Express 
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AN ANTONIO EXPRESS for 78 years, and 
San Antonio Evening News for 25 years—in 
| wartime as in peacetime—have consistentty 
pursued the nighest type of newspaper-publish- 
that of giving their readers the 
news, editorials, comics and a variety of other features 
of the best sort that could be produced. 
These two newspapers are now helping to conserve news- 
orint during an emergency period of material shortage. 
with the co-operation of their advertisers. 
The Express and The Evening News have controlled their 
circulation at an all-time high. 
their retail trading zone, distribution of tnese newspapers 


and in The Evening News has been cut back approximately 
these newspapers 


advertising offered for publication. 


Express and Evening News readers make up a great and 
growing family who regard these two newspapers with 
confidence, interest and friendship. 


Latest ABC Audit circulation (ending June 30th): 


errr 


Circulation now controlled at: 
Sunday Express ...... 


San Antonio Express 
SAN ANTONIO EVENING NEWS 


Texas’ Foremost Newspapers 
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In certain areas beyond 
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Free Economy Is 
Vital to Nation, 
O’Mahoney Says 


(Continued from Page 1) 


ment nor business is an end in it- 

Senator O’Mahoney said, “‘and 
rike wise, neither can be permitted 
to regiment the people if they are 
to remain supreme.’ 


War Changes Picture 


The illusion of prosperity has 
been created and the government 
as attained full employment be- 
cause this nation is at war, he con- 
tended. Economic activity has been 
made possible by government pur- 
chases With borrowed money. A 
new market must be found for goods 

when the government ceases these 
purchases, the Senator added. 

There can be no prosperity with- 
out markets, he said. It is only 
what the people want that business 

nroduces and distributes. The first 
prit ciple of postwar reconstruction 
should be to support and cultivate 
the ability of the people to buy the 
things they want, he declared. 

Senator O’Mahoney alluded to his 
“Program for a Dynamic Democ- 
racy,’ or an alternative of regi- 
mented economy, which recom- 
mends: 


Outlines Program 


1. A tax system that will create 
an incentive for the owner of capi- 
tal to invest it in independent, pro- 
ductive enterprise. There must be 
reward for investors who create new 
jobs, by seeing to it that these own- 
ers of capital receive credit on their 
tax bills. 

2. Protection of new, independent 
enterprise from monopoly, since re- 
straint of trade is anti-social. 

3. Having created an incentive, it 
must be protected from restraint by 
government. The government should 
1ot be permitted to become the ar- 
bitrary manager of the people’s af- 
fairs. 

4. The difference between local 
and national business must be rec- 
ognized. The latter must not be 
allowed to crush the former. There 
should be registration of interna- 
tional cartels in a national corpora- 
tion charter system. 

5. Through state and city govern- 
ments, the people should begin to 
exercise local power to foster util- 
ization of local resources. 

“Government and business must 
be made to serve the people,” Sen- 
ator O’Mahoney said. “Leadership 
in business, government, agriculture 
and labor must be united to pre- 
serve the fundamental principles of 
Americanism.” 


Herman Ullstein, 
German Publisher, 


Dies in New York 


New York, Nov. 23.—Herman 
Ullstein, former Berlin publisher 
who fled from Germany when the 
Nazis confiscated his property, died 
here today. Mr. Ulistein, who was 
68, was one of five brothers who 
once controlled Germany’s greatest 
publishing empire. They owned the 
Ulistein Verlag publishing house, 
founded in 1877 with the purchase 
of a paper with 4,000 daily circu- 
lation. 

When the Nazis wrested control 
of their enterprises in 1934, the 
brothers owned four daily news- 
papers in Berlin, with a combined 
circulation running into millions. 
The Morgenpost circulation of 
800,000 was the largest in the city. 
Other publications included the 
Berliner Illustrierte Zeitung, an 
illustrated weekly magazine; the 
Gruene Post, a rural weekly news- 
paper with a circulation of 1,200,- 
000, and several magazines. Mr. 
Ulistein came to this country in 
1939 from England, where he and 
other members of his family had 
fled a year earlier. 


A. L. MacDOUGALL 

Montreal, Nov. 23.—Archibald L. 
MacDougall, advertising manager of 
Le Prix Courant for the past 15 
years, died here. Mr. MacDougall 
was 75, and had spent all his busi- 
ness life in the advertising field. 


SAM HARRIS 


Toronto, Nov. 23.—Sam Harris, 
president of Harris Lithographing 
Company Ltd., died yesterday after 
a brief illness. He was 79. Mr. 
Harris established the business of 
which he was head in 1900. 


EDWARD M. HIRSH 


Tamaqua, Pa., Nov. 23.—Funeral 
services were held here last Thurs- 
day for Edward M. Hirsh, co-man- 
ager of the Tamaqua Courier. 

Mr. Hirsh, who was 60, was 
stricken with a heart attack and 
died Nov. 15 in Geisinger Memorial 
Hospital, Danville, Pa. He was a 
lifelong resident of Tamaqua and 
hed spent 39 years with the Courier 
ws advertising manager and after 
the death of the late publisher, John 
M. Harris, in 1942, became co-man- 
ager. He was also postmaster of 
Tamaqua. 


H. A. TAYLOR 

Syracuse, N. Y., Nov. 23.—Harold 
A. Taylor, 35, advertising manager 
of A. E. Nettleton Company, manu- 
facturer of footwear, died Nov. 19 
after a brief illness. 

Mr. Taylor entered the advertis- 
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ing field with F. F. Tompkins & 


Associates, going from there to 
WFBL, Syracuse, where he re- 
mained until he joined the Nettle- 
ton firm. 


FREDERICK W. SCHULTZ 


New York, Nov. 23.—Frederick 
W. Schultz, 64, sales manager of 
the catalog and directory division, 
McGraw-Hill Publishing Company 
New York, died Nov. 18 at Roose- 
velt Hospital. Mr. Schultz had been 
with the publishing company since’ 
1926. 


Canadian Agencies 
Elect New Officers 


J. W. Thain, A. McKim Ltd., has 
been elected president of the Cana- 
dian Association of Advertising 
Agencies, succeeding E. W. Rey- 
nolds, E. W. Reynolds & Co. Ltd. 

Other officers are: T. L. Ander- 
son, Cockfield, Brown & Co., vice- 
president, and Harry M. Tedman, 
J. J. Gibbons Ltd., treasurer. Direc- 
tors are Morgan Eastman, McCon- 
nell Eastman & Co. Ltd.; Hector 
Fontaine, Canadian Advertising 


Kappler to Oil Advisers 
Frank J. Kappler, formerly edi- 

tor of suburban New 

, has joined the advertising 


York news- 
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and news department of Petroleum 
Advisers, Inc., New York. The de- 
partment handles the advertising of 
products marketed by subsidiaries 


of Cities Service Company. 


EXECUTIVE ASSISTANT WANTED 


The president of one of Chicago's largest 
specialty chains, catering to an exclusive men's 
clientele, wants an assistant. This man should 
have had some experience in direct mail adver- 
tising, store management, and personnel han- 
dling. Good salary and excellent future. This 
job entails responsibility and is in a fast moving 
business where a good man can prove himself 
quickly. State full details in a letter selling your- 


Agency Ltd.; Adrian Head, J. 
Walter Thompson Company Ltd.; 
J. A. MacLaren, MacLaren Adver- 
tising Company Ltd.; Russell C. 
Ronalds, Ronalds Advertising Ltd.; | 
Rex H. Vickers, Vickers & Benson 
Ltd., and Thomas E, Walsh, Walsh 


self. Reply to Box 4447, ADVERTISING AGE, 
100 E. Ohio Street, Chicago, Illinois. 


Advertising Company. 


Gre werd Plast. 


MR. WEBSTER 


7 a word, Mr. Webster, we'd like to tell 


advertisers just what they can get when they place their advertising in the thirty-on 
papers of the lowa Daily Press Association. 


it will have to be a BIG word: 


dominant markets. 


It will have to be a FORCEFUL word: 
in the habit of buying what they want and need 


these messages reach lowa people who are 
reaches them through the 


local daily papers that are specifically directed to their interests. 


And get ACTION in that word too, Mr. Webster, because this is real selling, not mere 
It is MERCHANDISABLE ADVERTISING, double duty advertising, that wins 


publicity. 


both the cooperation of dealers and the continued support of consumers. 


Put this all together and, in a word, 
you've got. 


THE IOWA DAILY PRESS ASSOCIATION 


454,673 


Circulation in 30 dominant lowa 
markets 


For present day merchandising and the 
development of post-war markets 


e'news- 


there is a combined circulation of 454,673 in 30 


-——— MERCHANDISABLE——— 


CIRCULATION 
1940 Av. Daily Net Paid 
CITY and City May. 1943 
NEWSPAPER Populaton cIry TOTAL 
Ames Tribune (B) 12.555 2.542 4.586 
Atlantic News-Telegraph (B) 5.802 1.469 5.750 
Boone News Republican (B) 12.373 3.074 4.800 
*Burlington Hawk-Eye Gazette (LB) 42.000 9.618 18.774 
tCedar Rapids Gazette (B) 63.240 19.199 45.020 
Centerville lowegian & Citizen 8413 1,791 5.595 
Charles City Press (B) 8.681 2.019 4150 
Cherokee Times & Chief (8) 7.469 1.180 $017 
*Clintén Herald (B) 26.270 7807 19.673 
Council Bluffs Nonpareil (LB) 42.164 8.192 15.354 
Creston News Advertiser (LB) 8.033 1.894 4671 
eo 66.039 30.275 46.498 
t*Dubuque Telegraph Herald (LB) 43.892 11.142 33.520 
Fairfield Ledger (B)..... 6.708 1,825 4417 
Ft. Dodge Messenger & Chronicle (B) 22.904 5.681 14.73 
lowa City Press-Citizen (B) 18.185 4.400 8.475 
*Keokuk Gate City (LB) 16.000 4.000 7.130 
Marshalltown Times Republican (B) 20.204 4568 1,543 
*Mason City Globe-Gazette (B) 27.070 7.161 19.160 
Mt. Pleasant News 5.500 1,223 3.200 
*Muscatine Journal (B) 18286 4.920 6614 
Nevada Journal (B) 3.353 934 4386 
Oclwein Register (B) 7.990 1873 3.702 
Oskaloosa Herald (B) 11,024 2.691 6.220 
Ottumwa Courier (B) 31.570 9.23) 16.449 
Shenandoah Sentine! (B) 6.853 1.500 3.560 
t°Sioux City Journal-Tribune (LB) 87.791 23.403 75.556 
Washington Journal $.227 1.245 3621 
?*Waterloo Courier (B) 65.387 8.381 39.627 
Webster City Freeman Journal (B) 6.738 1,907 5.387 
(Monday and Thursday 6.738 1.907 $357 
714459 197.152 454.67) 
¢*Published Sunday also 
(B)Accepts Beer Advertisements 
(LB)Accepts Liquor and Beer Advertsements 
*Conmderable out of state circulation 
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National holiday no longer a 


FATAL DAY 


Philadelphia, you may remember, was the 
home of the Fourth of July, witnessed its world 
premiere. And in the state of Pennsylvania, the 
celebration of the Fourth was as immutable as 
the seasons. And traditional with fireworks. 

Fireworks had been forbidden in somestates 
for years, but Pennsylvania still permitted 
explosives in amateur hands, suffered a long 


casualty list, every year. 


In Pennsylvania on July 4th, 1938, eight 
people were killed, ten blinded, some seventeen 
hundred injured, many permanently. And The 
Inquirer began to ask why homicide, accident and 
arson were sanctioned on the national holiday. 

Inquirer writers and cartoonists started a 
driving offensive. In four months, an anti- 
fireworks bill was passed in the State Legislature 
by 155 to9... and was killed a month later 
in the Senate by two votes! 

The episode brought The Inquirer’s ire to 
full flame, subjected the legislators to censure. 
A second bill, introduced in 1939, passed the 
House 169 to 8. Again the Senate tried to 
suppress it, faltered in the face of furious public 
indignation . . . made a final attempt to delay 
passage of the measure through July 4, 1939. 


By this time The Inquirer's campaign had 


virtually unanimous public support. Another 


thunderous barrage of editorials forced the })i|| 


through the Senate 45 to 2. The Governor's 


signature made it law. Fireworks were finish! 
. but not yet! 


Fireworks manufacturers, with effrontery 
unmatched in modern times, appealed to the 
Supreme Court of the state, howled about the 
sanctity of contracts, the rights of trade, etc. ... 
But by this time, the public was implaca!)| 
to further delay. Thwarted manufacturers w \\/i- 
drew without a hearing. Fireworks in amateur 
hands were finished in Pennsylvania, this ti: 


for good—the public good. 


Tue Inquirer’s campaign lasted ten mon! \is. 
won the respect of citizens all over the State. 
and the commendation of civic and fraternal 
organizations for . . . “public spirit, leaders!\ip. 
unflagging perseverance”, qualities by which « 
newspaper earns public confidence, justifies s its 
franchise . . . qualities similarly indispensa’)le 
to an advertising medium! 

* 
NATIONAL ADVERTISING REPRESENTATI)} 5 
Osborn, Scolaro, Meeker & Co., New York, Chic: 
Detroit, St. Louis; Keene Fitzpatrick, San Franc 
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PHOTOGRAPHIC 


OF THE WEEK 


GIANT SIGN GETS ST. LOUISANS' ATTENTION 


Reach for’ 
| Refreshment 


‘RICH IN FLAVOR! 


Sense t 


This 11,000-square-foot wall sign for Vess Beverage Co.'s Cleo Cola occupies the 

entire side of an eight story building in downtown St. Louis. The giant, 85 feet 

high and 135 feet wide and turned out in full color, was designed and painted 
by General Outdoor Advertising Co. 


NASH-KELVINATOR REPORTS ON PEARL HARBOR DAY 


— RELVIMATOR shat 


Nesh-Kelvinator has scheduled this special four-color spread in weekly magazines 

on the second anniversary of Pearl Harbor to report to the public on its war 
ble production record to date. Dealers will get a preview in similar copy appearing 
an in @ list of automotive and appliance publications in advance of the release to 
‘th- consumer weeklies. 


FULL-COLOR POSTERS EMPHASIZE 'GOOD EATING' WITH GOOD LUCK 


vv 


DRESSES UP STORE WINDOWS 


REVIEW 


MESSAGE OF HOPE 


THERE WILL ALWAYS 
BE A CHRISTMAS 


Both hope and confidence in future 

Merry Christmases for children go into 

this full-color poster offered stores for 

the holiday season by National Biscuit 
Co., New York. 


UMION MADE 


IN SPORTS KITS 


A titian-haired beauty, dressed in emerald-green gown and gloves, is helping 

merchandise Raleigh cigarets. The window display, lithographed in full color, is 

being shown this month in Brown & Williamson stores and leading tobacco shops 
throughout the country. 


Wilson Sporting Goods Co. products 
that go into recreational kits for the 
armed forces overseas are depicted on 
this two-color page, taken from a new 
30-page brochure, "The Human Machine 
at War." Importance of sports has domi- 
nated the company's advertising since 
before Pearl Harbor. United States Ad- 
vertising Corp., Chicago, is the agency. 
(Story on Page 8.) 


Studying sample copies of the New York Daily News printed on paper made with 
from 10 to 20% de-inked salvaged newspapers in an experimental run in the 
News pressroom Nov. 10 is this group of New York newspaper executives. Left 
to right: Cranston Williams, general manager, American Newspaper Publishers 
Association; W. G. Chandler, Scripps-Howard Newspapers; F. M. Flynn, business 
manager, Daily News; William Mapel, secretary, Publishers Association of New 
York City; John J. Shea, mechanical superintendent, Hearst Newspapers; and 
Edwin S. Friendly, general manager, New York Sun. 


MORE FoR 
YOUR MOWEY / 
MORE FoR 


YOUR POINTS / ‘INSPECTOR QUINTS' WORK FOR THAYER 
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Only 


5 Jelke Co. product. Low point value and nutritious elements also are featured. 
? account. (Story on Page 14.) 


MARGARINE 


m The dining table use of Good Luck margarine is pointed up in these posters, part of the current campaign for the John F. 


Highly Nutritious - 
Accepted by The 
American Medical 
Association 
Council on Foods 


IN EVERY POUND 
9000 UNITS 
VITAMIN A— 
3310 CALORIES 


Compare with any 
other spread for bread 
~regardiess of cost! 


As an important phase of its new advertising campaign, the Thayer Co. is dis- 

tributing “Inspector Quintuplets” to be used in window and store displays. When 

the “Inspectors” are placed in and around an actual carriage they point out 

to the prospective customer the many advantages a Thayer carriage offers. The 

display was conceived by B. H. Hayes, vice-president of the company, and 
produced by the Ejinson-Freeman Co. 


Young & Rubicam, Chicago, handles the 
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Exact locations, capacities, and payroll figures 
of industrial plants engaged in vital war 
production are military secrets. 


Wp 


Mi’ 


But it’s no secret that Alcoa, Goodyear 
Aircraft, AiResearch, Allison Steel, and other 
—_ large industrial plants now operating in the 
Phoenix area have boosted employment, 
increased earnings, and attracted thousands 
of new families! 


Here’s one of the many reasons why the 
Fourth Ration Book count again places the 


y Qrex 200000 


*J. Walter Thompson Co. Metropolitan Designation 


REPUBLIC ..cGAZETTE | BROADCASTINGCo 


BOB HALL, National Advertising Manager DICK LEWIS, General Manager 
Representatives—Williams, Lawrence & Cresmer Co. Representatives—Paul H. Raymer Co. . 
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